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RACTICALLY ALL the 
largest and most successful 
Tool Stores sell Kraeuter Pliers 
and Tools. Here are _ their 
reasons : 


Quality goods. 


A sure and reasonable 
profit. 


A nationally known and 
advertised brand. 

The best store displavs. 

Effective window dis- 
plays. 


Practical merchandising 
suggestions. 


We shall be glad to explain 
fully any or all of these 
points. Write for details. 


A Display that Sells Tools 


ABOVE is illustrated a simple and practical store display that sells goods, 
and saves time in waiting on customers. 


A sample of each tool is displayed (under glass) in the swinging front of 
the case—and there is space in back for a moderate stock. 





This saves time, because customers can make their own selections. 


A customer for pliers can see just what he wants—and cold chisel customers 
can point out just the right size without delay. Stock is kept conveniently 
and systematically, where it is easily accessible. 


) 


This assortment is selected from the most popular and best-selling numbers 
in the Kraeuter line. It enables dealers to show a maximum variety with a ®\ lw@\( elle) 
minimum investment. 


j Write for our proposition. 


- KRAEUTER PLIERS 


KRAEUTER & COMPANY ~ PLIERS & TOOLS ~ 585 18th. AV. NEWARK.N. J. 
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: : “SIXES” increases the unit of sale 
Coral Gables, 5,000 people nightly vented thirty-three and one-third per cent 


their Ohs and Ahs in admiration, as the 1847 Since the advent of the PIECES OF 8 (Trade Mark) 


. —in 1847 ROGERS BROS. Silverplate—even the most 

YD 2 & ‘Vs . conservative merchants have conceded that it is just 

ROGERS BROS. Treasure Girl took the honors aa aa & ht te ae cca ae 
piece set. 

In the parade ot beauty. But that is the expression of merchants who are 


reserved in their comments. Merchants who hold no 
check-rein on their enthusiasm have emphatically de- 


The quickwitted merchant who conceived the idea clared that the 34 piece set in knives, forks and spoons 


is easter to sell than the 26 piece assortment of these 

, ' ' } f | ;. d d same items. Which is as it should be! 
of having . preny girl - the asion pata c ress For advertising and display helps ask your jobber or 
: | write Sales Promotion Dept., International Silver Co., 


in PLECES OF 8 clothes, cashed in sumptuously. Meriden, Conn. 
: ° ° ° gr ; hy > 2 ‘ 
It was a smart way to tie up with the national 1847 ROGERS BROS 


°° ~ . ~) SILVERPLATE : 
advertising of 1847 ROGERS BROS. Silverplate. BUR NATION NST co Bite 
The illustration above is part of the advertisement in the March issues of Ladies’ Home Journal (in colors), American 


Magazine and Better Homes and Gardens. It will also appear in later issues of several other of the fifteen magazines 
carrying 1847 Rogers Bros. Silverplate advertising. 


A! the fashion show held early in the season at ‘SELLING “EIGHTS” Instead of 
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Vaughan 


HATCHETS 


A Quick-Selling, Sure-Repeat Line 


Lest the widespread fame of our 
Vaughan Vanadium Hammer, and V&B 
Drop-forged Steel Plane completely 
overshadow our other equally- 


good tools, we devote this page 
to V&B Hatchets. 


NEW | 


Vanadium 


Alloy Steel 






six in a 


LATHER’S "Flat face 


8 row 9 row 


HATCHET — Face (California) 


12 row—11 oz. only 


Latest addition to the big, efficient 
Vaughan tool “family.” Underhill pat- 
tern with flat face, in "10, 11 and 12 oz. 
weights— (8, 9 and 10 Row-milled 
heads) or in 11 oz—(12 Row) Cali- 
fornia type. 


Hatchet is forged from a solid bar of 
Vanadium alloy steel—the same analysis 
that has made our Vanadium Hammer 
world-famous. 


The superior quality of this steel en- 
ables us to make the blade thinner than 
ordinary lather’s hatchets—a blade that 
stays sharp longer and resists breaking 
stresses better. Can be ground far back. 


Handles are extra large—giving a 
firm, easy, non-tiring grip. The moment 
a lather gets this hatchet in his hand he 
sees and feels the difference and is sold 
on if. 


Underhill 
Pattern 


Offered in two styles; packed 
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Vaughan Patented 
Extension Wedge 


A forked, saw-toothed, steel 
wedge, driven between two cop- 
per guide pins, penetrates the 
wood in opposite directions as 
shown above. It locks the han- 
dle ge 8 and +. - tightened 
up at any time by driving the 
wedge a bit deeper. . Vaughan 


Hatchets 
bear the 


Label 









10 row 
12 oz 


General Line of 


V&B Hatchets 


The Vaughan Line of Quality Hatchets 


Broad ; Flooring 
Claw ox 

Half Car Builders 
Shingling Lathing 


in all standard weights. Handles either full polish fin- 
ish or our popular patent leather finish with two-tone 
handle. _ 

All Vaughan Hatchets are drop forged from the best 
steel. 


Also Investigate 


V&B Drop Forged Steel Unbreakable Planes 

V&B Vanadium Steel Nail Hammers 

V&B Vanadium Steel Ripping Hammers 

V&B No. 999 Heavy Duty Tradesman Hammer 

V&B Hatchets, Axes, Braces, Chisels, Punches, Star 
Drills, Pincers, etc. 




















Underwriters’ 
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COMPETITION 














O our salesmen we say “Ignore your competitors. 

Sell your goods, not your competitors’ product” — 
but, between ourselves, we analyze every wrench that is 
put on the market. We don’t flatter ourselves that we 
have a corner on all the bright ideas. We do know, 
however, that if anyone finds a way to make a pipe 
wrench more convenient or more practical—that we can 
accomplish the same thing in other and probably better 


ways. 


That is why Morco Original Stillson wrenches have 


never lost their leadership as the best on the market. 











ee eee. 
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MOORE DROP FORGING CO. 








aie > ¢ SEs eI 'y . Of ld 

rin¢field,Mass.US.A. 

Leeman can write abelter Look, P a ‘ 

preach a Lewes SEZMON, or make Surpless, Dunn & Co. Surpless, unn & oO. 

aLelle? NOUS Le, han ti neighbor; 74-76 Murray St., New York City 34 No. Clinton St., Chicago, IIl. 

lhoigah he butla. (hoe lt Ghé WOOS, London Office: Gaston E. Marbaix, Adelaide House, King William Street, 

the iis > ae London, E.C. 4. 
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Here is a level 
worth talking about 


Few tools are made with the care 
and skill that characterize the 
manufacture of Stanley Levels. 


This level, for instance, you 
can sell on its merits to brick- 
layers, masons, and other arti- 
sansas the finest of its kind. The 
talking points are printed below. 








Selling Points of the Stanley Level No. 250 


1. Made of selected first-grade pine—light in weicht— 
durable, weatherproof finish. 


2. It has 6 proved glasses—2 double plumbs and one 
double level. 








3. The cases holding the glasses are set solidly in cement 
in a metallic case. 


4. Glasses are set in elongated cases to afford clear 
vision. 


5. Openings for plumb and level glasses are protected 
by heavy glass covers. They are waterproof. 





Stanley Level No. 250 
Made in 2 sizes, 
42" and 48" length 


THE STANLEY RULE AND LEVEL PLANT 
NEW BRITAIN, CONNECTICUT 
New York Chicago San Francisco Los Angeles Seattle 


[ STANLEY ] 
SW. 


Saiemeeienee 


STANLEY TOOLS 
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M R. PUNCH is an old friend to 
carpenters, cabinetmakers, and 
handy men. And even those tool 
buyers who don’t know his reputa- 
tion for clean, quick, easy boring, 
through soft or hard wood, wall 
board and plaster, buy this good 
automatic drill with little selling. 
“You Push—He Twists’”’ is the 
story that tells of the automatic re- 
turn that makes fast drilling easy. 


Ai know Mr. Punch 


eight 1-16 to 11-64th drill points, is 
a feature that grips the interest of 
everyone who loves good tools. Turn 
the handle cap to the size wanted, 
and the point drops out. 

Mr. Punch is polished and highly 
nickeled—mighty good to look at, 
as well as to work with. His handle 
is knurled so you can take a good 
grip. The eight fluted drill points 
are included in the price. 


The magazine handle, with sepa- \, MR. PUNCH 
1 S 5 List price 
rate compartments for each of the $2.75 







¢ \ OODELL-PRATT make a complete line of fine tools 
\ for carpenters, machinists and mechanics. No finer 
tools are made than those bearing the name Goodell- 
Pratt. Catalog showing the full line will be mailed 
on request. See our current advertising in Pop- 
ular Mechanics, Popular Science Monthly, 
Carpenter, Auto Trade Journal, Motor 

Service, American Machinist and 

Machinery. 


GCODELL-PRATT COMPANY 
GREENFIELD, MASS. 


GOODELL PRATT 


1500 GOOD TOOLS 
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CS een now in the gigantic billion-dollar poultry 
industry, there are a million and more minds 
“with but a single thought:” to get everything 

in readiness for the comirg season. 

They have the “buying mind,” these poultry 
raisers. They’re in the market for Poultry Fence and 
for the score or more other poultry necessities sold by 
you and your fellow dealers. Every new born chick 
suggests the need for netting. And, netting in turn sug- 
gests the need for other profitable items in your line. 


there are scores of potential buy- 
ers figuring their requirements. 
Tomorrow they will buy. 


Today in your trade territory, [ A Billion Dollars 
Every Year 


HE rapidly growing poultry industry represents 
a greater potential market for dealers than 


And, while it is buying time ever before. The annual income from poultry 
now averages more than a billion dollars a year. 

The number of chickens on the farms alone in- 

“ ° creased from 579,000,000 in 1922 to 678,300,000 in 

Now 1S the time to go after 1924. Latest government estimates disclose that 

° the production of chickens on farms in 1925 was 

4.2 per cent greater than in 1924 and that the total 

value was about 12 per cent greater. Farm egg 

prices in 1925 averaged 30 1/2 cents a dozen as com- 

Poultry Fence. It will bring new — with 26.4 cents in 1924. The total value of 

the egg crop alone increased from $521,574,000 in 

1924. to $610,241,580 in 1925. 


for the poultry raiser, it also is 
selling time for the dealer. 








this profitable business. Build 
your sales campaign around U. S. 


customers to your store and put 
money in your cash register. 


HARDWARE AGE 





Poultry-men everywhere recognize U. S. Poultry 
Fence as the only netting which fulfills every require- 
ment of modern poultry husbandry. 

They know it is the only netting that can be 
stretched straight and true from post to post without 
the aid of top-rail or baseboard. 

They know it is the only netting which can be 
taken down and put up time after time without buck- 
ling or sagging. 

They appreciate its greater 

7 economy, its superior strength 

ard its longer years of service. 
Nothing else will do. 

Round out your stocks of U. S. 
Poultry Fence now. Representa- 
tive Jobbers in your territory will 
fill your orders promptly. If you 
do not know the name of the 
U. S. distributer near you, write 
us for his name. 

Indiana Steel & Wire Company 
Muncie, - Indiana 
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This year specify U. S. Poultry Fence---not just “poultry netting.” 


\ YY 

\ 

YA 
\\ 

WY 





It 


& 


AN .@ 

\ va 

ry oS 
\ 











ioe hdieliehetineabatentn at antaineatat aarlinn inn temeacnaiininn inane nea aie 


6 LP RAEI na ihre iW Ne lies pny tty ag de Ce ee ee a or acer 


A aio BE Tal 











8 . HARDWARE AGE February 24, 1927 








having 50% larger churning 
capacity than the former 
largest Dazey Glass Churn. 








O MEET the demand among dealers and consumers for a larger Dazey 

Glass Churn, the No. 60, 6-quart churn has been added to the Dazey line. 
The new, large model retains all of the exclusive features of the popular 4- 
quart model including the patented removable strainer. In addition, it pro- 
vides a 50 per cent greater churning capacity. 


Jobbers are now in a position to make immediate delivery on the No. 60, & 
quart Dazey Glass Churn. Fill out your stock by ordering at once. 

















rr? The Dazey “SHARPIT” 


This handy household tool of a dozen 
uses, appeals to every housewife. Dif- 
ferent from all others, it sharpens 
knives, scissors, sickles and practically 
every cutting edge. Made by the 
makers of Dazey Churns. Retail price 
$1.50. 

Window and counter display material 
and a unique merchandising plan 
make turnover quick and easy. Order 
from your jobber a self-selling carton 
of six. Your cost $6.00. Selling price 
_ $9.00. Your profit 50 per cent. 


Dazey Churn & Manufacturing Co. 
Carter and Warne Aves. 
St. Louis, Mo. 


Sharpit 
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World's Best Files for 


Cross-Cut Saws 


SIMONE 


Special Cross-Cut Saw Files 


Greater service and more value are what you give your customers when 
you sell them Simonds Special Cross-Cut Saw Files. High-grade from their 
foundation of exceptional steel to the keen, edge-holding teeth, these files 
give users more satisfaction. That is why they are demanded by saw filers 
wherever cross-cut saws are used. They are made 6”, 7”, 8” and 10”, the 
seven inch length being in greatest demand and the best seller. 

Order through your jobber. 





List Prices and Sizes 


$4.60 Dozen 
4.90 Dozen 
5.80 Dozen 
7.80 Dozen 


Subject to Dealers’ Discounts 

















I SIMMONDS 
Saw and Steel Co. 


Established 1832 


Fitchburg, Mass. 
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of Radiant Gas Heat 
PLUS” 


OW, for the first time, the ad- 
vantages of high secondary 
air supply have been adapted 
to the radiant type gas heater. 
And the result is Reznor Orthoray 
—the longest step forward in gas 
heating since the advent of the first 
primitive ‘‘gas stoves’’. 


Soft heat, mellowed so one can sit 
close by in comfort—yet heat that 
carries itself into the far corners of 
the room. This can be had only 
with Reznor Orthoray. It heats 


the entire room—not the objects 
in its direct line only. 


Reznor Orthoray, with its proved 
principle of efficient heating, will 
this year blaze its way to the front 
in America through the most stu- 
pendous heating season advertising 
campaign ever planned. 


You will make gas heater sales as 
you have never made them before. 
Are you prepared? We suggest 
you get in communication quickly. 


REZNOR MANUFACTURING COMPANY 
MERCER, PA. 
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STUPENDOUS 1927 CAMPAIGN IN 
THE SATURDAY 
EVENING POST 


we = 
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No.909 
with Andirons 





WO pages facing—in 
colors—a series of unfor- 
gettable giant advertise- 
ments—so outstanding it 
will not be possible for a sin- No. 2610 
gle reader of the Post to pass 
them by unnoticed; featur- 
ing the master principle of 
gas heating as adapted to 
radiant heaters. Obtainable 
only in Reznor Orthoray. 











There is big profit, quick profit 
for you in Reznor Orthoray. 
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Wood Screws Machine Screws 
Stove Bolts Tire Bolts 
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Largest Stock 
Greatest Assortment 
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Providence, Rhode Island 


Western Depot 
225 West Randolph Street, Chicago, Illinois 





got M Na 





oe Q3LINp 
TheRICh 


2s == & 





























February 24, 1927 HARDWARE AGE 


13 











FOR TWO GENERATIONS WE 

HAVE SPECIALIZED 
IN 
WOOD PRODUCTS 














ALSO 
SPECIAL WOOD PRODUCTS 


TO 


BLUE PRINT 
DRAWING 1 


OR 
SAMPLE , 


HARDWARE COMPANY 


REG. U. 8S. PAT. OFF. 








TORRINGTON, CONN,., U. S. A. 
NEW YORK OFFICE 151 CHAMBERS ST. 


Established 1854 Incorporated 1864 
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Panoramic view of the money-making Sherwin-Williams ew department at 
the Turner Hardware and Implement Company’s store, Modesto, California. 
e company’s president, Mr. J. D. Turner, attributes this department’s success 
first, to excellent co-operation and service, and second, to the powerful 
dealer advertising and compelling national advertising 


$36,000 paint business in town of 9200 


ODESTO, an everyday town of 9200 population, 

offers no unusual paint opportunities, nor has the 

Turner Hardware and Implement Company put un- 
usual pressure behind their paint department. As Mr. J. D. 
Turner says, their paint profit came simply through selecting 
and staying with the line offering them the best service and 
the greatest advantages. 


“Largest in the world” didn’t just happen. It is the result — 
and the proof — of universal customer demand and dealer 
profit. If you are spending effort on a line that gives you less 
than Sherwin-Williams, you owe it to yourself to mail a letter 
today asking about the S-W dealer proposition. 


THE SHERWIN-WILLIAMS COMPANY 
402 CANAL ROAD : CLEVELAND, OHIO 


THE WORLD 
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Millions‘ 


Now Use Alabastine 


More than 30,000 dealers are watching profits grow 
while they supply Alabastine to millions of satisfied 
customers. And still the demand steadily increases, 
month by month. Thousands of new users will swell 
the list during the coming season. 


More than 25,000,000 people monthly are learning 



























—— of this finest wall coating through such influential 

| ae publications as Ladies’ Home Journal, Good House- 

we keeping, Delineator, Woman’s Home Companion, 

Liew Country Gentleman, People’s Popular Monthly, 

A ioe Farm Journal, Farm Life, Farm and Fireside, 

~ Soe Woman’s World, Pictorial Review, McCall’s, 

- Bee People’s Home Journal, Modern Priscilla, Needle- 

ALABAS Cig craft, Household Magazine, Better Homes & 

> Breen Gardens, Successful Farming, Farmer’s Wife, Cap- 

| ge per’s Farmer. Our national advertising is sending 

. L878 customers to your store. They prefer Alabastine to 

FOE kalsomine or wall paper because it is sanitary, non- 

BEL fading, durable; because it does not rub off, yet 

Someta Cot IY washes off easily, because it is inexpensive and offers 
Albarn eee ME 2 EBLG them a choice of twenty colors. 





If you are not already one of our 30,000 dealers 
you are overlooking an unusual opportunity to build 
profits for yourself, Any jobber can supply you. 


fe 
” 
> 







Look for Cross 
and Circle in Red 


Free To Dealers 


Let us help you to make real profits, Mr. Dealer. Write 
for our booklet illustrating attractive, new Opaline effects 
obtained with Alabastine—a revelation to you and your 
customers. Also ask for information concerning our 
special Stencil offer, and our free offer of high-grade, all 
bristles, 7-inch wall brush. And at the same time permit 
us to put you on our list, along with thousands of other 
dealers, to receive, without cost, our helpful and interest- 
ing publication, “Brush and Pail”. 


Alabastine Company - Grand Rapids, Mich. 


Alabastiz 


| INSTEAD OF KALSOMINE OR WALL PAPER | 
yp 
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144,000,000 


NE hundred and forty- 
four million Valspar color 
advertisements will sweep the 


country in 1927 to make sales 
easy for 


Valspar Varnish 
Valspar Enamels 
Valspar Stains 

| and 
Valspar Brushing 





Lacquer 


These advertisements will be 
read by your own customers. 


EF VALENTINE’S 


ALSPAR 


2 
!_ “NY The Varnish That Won't Turn White 
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For 1927— 
A Still Greater 


Advertising Program! 


The Cyclone Fence Company an- 
nounces the biggest program of na- 
tional advertising ever launched to 
help the trade sell Cyclone “Red Tag” 
Lawn Fence and Gates. 


Full pages in the Saturday Evening 
Post. An imposing group of general 
magazines, reaching 30 millions of 
people with the story of Cyclone “Red 
Tag” Fence and 
Products. Powerful 
advertising that is 
bound to increase 
tremendously the 


CYCLONE FENCE COMPANY, Main Offices, Waukegan, III. 


They Look for 
The ‘‘Red Tag’’ 
The Mark 
of Quality 


demand for Cyclone Lawn Fence. 


Cyclone is priced right for healthy 
volume business. Even if competi- 
tion offers lower prices, Cyclone is 
the profitable line to handle. Today 
people ask for Cyclone “Red Tag” 
Fence. They know it is the leader. 
You do not have to waste time and 
effort selling it—it sells itself. The 
demand is steady. Stock it and get 
your share of the business Cyclone 
national advertising is creating. We 
are mailing your copy of 1927 catalog. 
Watch for it. 


Pacific C 
Works and Offices: acific Coast Distributors: 


North Chicago, Ill. Cleveland, Ohio 83 _—=—S*andard Fence Co., Oakland, Calif. 
Newark, N. J Fort Worth, Texas Northwest Fence & Wire Works, Portland, Ore. 
’ 7 . 


Branch Offices in All Principal Cities. 


7 
one RE 70% 
Cyclone Catch-All Basket. 
A high-grade rubbish consumer. Reg. U. S. Pat. Off. 


Baked green enamel! finish. 


The ‘‘Junior” Burner-Basket. 


Low-priced to get the big volume a 
= ence.="Uates 
©. F. Co., 1927 
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why 
PURE TURPENTINE- 


TURPENTINE is distilled from the sap 
of the Pine Tze and is the most satis- 
factory solvent and thinner for a long- 
oil fossil gum Varnish. It dries partly by the 


oe of oxygen from the air. In the dry- 
ing of Varnish film (of vegetable origin) 
thus , readily combines with the film of 
fossil gum and oil (also of vegetable origin). 
M_NE&A_ SPIRIT (i’aphtha, Benzine, 
Kerosene, Gasoline)—all distilled from 
peiccleum, evaporat> rapidly and com- 
— and do not benefit the varnish film. 
ause of their much lower cost they are 
sometimes used as thinners in place of 
Turpentine. 
Know what 
you buy 
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B. L. NOOJIN, Pres. © 
Noojin Supply Co. © 








‘our business 
is only a little 
over three 


years old” 
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“there must be 
something su- 
perior in the 
quality of Pee 
Gee products” 
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R. NOOJIN says in his letter that his Pee Gee paint de- 

partment is among his best profit producers. It’s part of 
Pee Gee’s job to see that paint departments in our dealers’ 
stores show a profit. 


Just how sincere we are about this and to what extent we go 
to make it possible is an interesting story which we'll tell you 
without obligation—just drop us a line. 


Peaslee -Gaulbert Co. Incorporated 





LOUISVILLE - ATLANTA - DALLAS - HOUSTON: 
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There is only ONE Duco 


° 


- DU PONT Duco 
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E.J. ou PONT DE N EMOURS & Co. 


WILMINGTON, DELAWARE 
MADE IN U.S.A. 











Write or wire at once for the Clear Duco proposition. 


E. I. du Pont de Nemours & Co., Inc., 3500 Gray’s Ferry 
Road, Philadelphia, Pa., 2100 Elston Avenue, Chicago, IIlL., 
Everett Station No. 49, Boston, Mass., 569 Mission Street, 
San Francisco, Cal. 
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A BETTER WEARING 











Paint and Varnish 
Brushes 


For painting and varnishing, there 
is an Osborn Brush—especially de- 
signed and built for each particular 
job—that will do it better and wear 
longer. 


Osborn’s 30 years’ experience in the 
designing and building of fine brushes 
isreadily apparent to every man who 
knows a good brush when he sees it. 


“The sure way to tell better-wearing 


and better working brushes is to look 
for the Osborn trademark. 


THE OSBORN MANUFALTURING LOMPANY 
5401 Hamilton Ave. Cleveland, Ohio 


Makers of nationally advertised Osborn Blue 
Handle Brushes and Osborn Du-All 
Mops, Dusters and Polish 
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435—Wall Paint Brush. 
Long Black China Bristle 
heavily filled and vulcan- 
ized in hard rubber— 
nickeled ferrules. Sizes 3" 


Osborn Better Wearing 





BRUSH 


to 5" widths. 









444 Flat Varnish 
Brush, Black China 
Bristle, vulcanized in 
hard rubber—chiseled. 
Tin ferrules. A handy 
brush for home use, 
Size 1" to 4" widths. 


401-Fiat Varnish 
Brush. Black China 
Bristle, vulcanized in 
hard rubber, triple 
thick, chiseled. Nickel- 
ed ferrules—cherry 
handles. A popular 
high-grade brush. 


441—Oval Paint or Varnish 
Brush. Black China Bristle, 
vulcanized in hard _ rubber- 
chiseled. Nickeled ferrules. 
Size 15%” to 2%” diameter. 


FOR EVERY USE 
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WHITING’S 
or ADAMS 


The fact that these names have 
been the by-word for fine brush 
making with the painting 
craft for more than a hundred 
years, makes them the safest 
“buy” words for the handy 
man or the housewife. 
Styles and kinds for every 
use—each a perfect brush. 


ii WHITING-ADAMS | 


BRUSH MAKERS FOR II18 YEARS 
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| “They'll all be dry by the time shes cleaned her brush 


because shes using the new 


66 99 
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LACQUER ENAMEL 


An enamel finish for furniture woodwork and floors 
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From a drawing by Raymond L. Thayer Copyright 1927, P &L 

linoleum finish. The established Pratt & Lambert 
© guarantee goes with every can. 
* “61” Lacquer is made in fourteen rich enamel 
‘ colors: Red, Orange, Yellow, Light Blue, Rich Blue, 
= Light Gray, Dark Gray, Light Olive, Light Green, 
& Dark Green, Brown, Ivory, White, Black; also Clear. 
3 Free Can or *661’’ Lacguer ENAMEL 


Send ten cents to cover packing and mailing cost and we will 
send you a quarter-pint can of any color of ¢*61’’ Lacquer Enamel 
you select from the above list. Only one free can to any one person. 
Pratt & Lambert Varnish Products are used by painters, 
specified by architects, and sold by the better paint and 
“61” La hardware dealers everywhere. 


Pratt & LamsBert-Inc., 114 Tonawanda St., Buffalo, N.Y. Canadian Address: 20 Courtwright St., Bridgeburg, Ont. 


PRATT & IAMBERT VARNISH PRODUCIS 
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61" Floor VARNISH / ¢*) 
The transparent floor finish in clear and | 
colors, which stands the “hammer test.’ 
You may dent the wood but the varnish 
won't crack. For nearly forty years it has \\ 

withstood the utmost in foot traffic on floors. N 
Vi The world walks on “61” Floor Varnish. X 
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Show Him 


How It Will Look 
on the Side of His House 
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would you say 


that quality merchandise sells best in the long run? 


that it is easier to build and hold business selling 
the best? | 


that it is more profitable to sell again than but once? 


then sell 
ZAPON Lacquer FLOWING FINISHES 


made by the oldest and largest exclusive manu- 
facturer of pyroxylin lacquers in the world. 


the only odorless brushing lacquer on the market. 














it dries hard in an hour, it dries slowest to the 
touch. 


JJPSINOA O} FW BAOIG 


the most durable, because it is made without 
the aid of oil plasticizers. 








“hard and tough but never rough’”’ 


THE ZAPON COMPANY 


247 PARK AVENUE 
NEW YORK 


branches in principal cities 


e ere clapboard display saves ex- 
planations, makes sales and 
satisfies customers that McDougall- 
Butler Products ‘“‘Refine Every- 
thing They Cover.’’ 


Detailed Information on request. 


Ne: Miter Coe Src 


Evans, Water and Norton Streets. 
247 Park Ave., New Uork City 


\ Onn Please send samples of Zapon Flowing BUFFALO, N. a. 
Lacguer Finishes free of charge. 


Name. = | 
' ZB y 
a ae ee ae 


Address __ —$—$—— | VaR aTEAS ENSMELS AND oa 


State. PT 
























































the pioneer lacquer 





THE ZAPON COMPANY 
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WHAT DOES IT COST TO USE 


GENUINE TURPENTINE ° 















TH’ USE O ALL RIGHT - 
GENUINE SPIRITS O TURPENTINE 3S BEND CLOSE, AN'GET THIS Now, 
“~~ MEANS BETTER ONE O’ THOSE 
PAINT AN’ VARNISH JOBS, DOESNT IT? GOVERNMENT OFFICIALS WHO IS AN 
SURE ! AUTHORITY 


ON PAINTS AND VARNISHES HAS DONE 
A WHOLE LOT O' FIGE-GERIN'! 


BETTER PAINT AN’ VARNISH JOBS MEAN 
FEWER COMPLAINTS, DON THEY ? 


YOu BETCHA ! HE SAYS 
FEWER R COMPLAINTS MEAN THAT ON THE AVERAGE 


ONE GALLON O' VARNICH cosTs . -> 


MORE SATISFIED CUSTOMERS, DONT THEY? ; : 
AN’ TH’ COST" SPREADIN SAME - - "9. 


WELL | HOPE TO TELL You! 


BUT — WHICH MAKES A TOTAL OF-: -- 12 
SOME FOLKS THINK THAT WELL 


IT REQUIRES ONE QUART O 
TURPENTINE TO EACH GALLON 0 VARNISH 
AN' THAT COST 19 ABOUT: - - + 3s¢ 

THAT, EPIENDS— 
IS ONLY, ABOUT TYREE PER CENT 
OF TH’ COST OF ANY GOOD JOB 
NO MATTER WHAT ITS Size! 


ITS CHEAPER TO USE SUBSTITUTES, 
AN’ THATS A LOT O APPLESAUCE, 
BECAUSE GOOD JOPS 
ALWAYS LOOK BETTER AN’ 
LAST LONGER? 
AIN'T THAT TH’ TRUTH ? 
OH, ABSOLUTELY ! 


IN REALITY 
IT i$ NOT THREE PER CENT Yy 

BECAUSE THE DIFFERENCE IN PRICE BETWEEN 
GENUINE TURPENTINE AND THE AVERAGE SUBSTITUTE 
IS ONLY ABOUT IS CENTS 

ON A *12, JOB, OR 


ONE BER CENT 







THE sinens aalne COST iS 
ONLY ABOUT ONE CENT ON THE DoLLAR 
IS IT WORTH ONE PER CENT OF ANY JOB 
TO GET QUALITY ? 
ESPECIALLY WHEN IT GINES You 
ALL OF THE WELL-KNOWN ADVANTAGES 
POSSESSED BY GENUINE SPIRITS OF TURPENTINE 


USE HERCULES STEAM- DISTILLED WOOD TURPENTIN 


GUARANTEED PURE 


Te POWDER COMPANY 


[iwcoRPORATED] 
WILMINGTON -°- +: DELAWARE 
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WICKWIRE BROTHERS 
Hexagon Poultry Netting 


Poultry owners often ask: ““What makes 
Wickwire Brothers Poultry Netting /ast 
so long?’ The reason is because it is 
made of Open Hearth Steel which 1s 
superior to Bessemer because it is far 
more rust resisting. 


Another reason is the thorough coat of good 
quality galvanizing we use which gives added 


Our Other Products 


protection. 
Include 


The Wire is drawn in our own mills and all 
Graduated Poultry Netting processing through the Steel Plant, Rod Mill and 


Galvanized Hardware Cloth Wi WG —~ 
andi the tellowind Sensde ire Mill is under our constant supervision. 


of Screen Wire Cloth Our products have maintained a national reputa- 


Cortiond Stack Enameled tion for quality and satisfaction for more than 
Graywick . 


White Metal Finish 50 years. 
Wickwire Premier 


— Sell the best and hold customers. 
Wickwire Bronze 


Your Jobber Will Supply You 
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Elliott-Fisher Works 
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R. P. D. WAGONER, President of 
Elliott-Fisher Company, announces 

that Elliott-Fisher has acquired the assets 
and business of the Sundstrand Corporation. 


For years, both Elliott-Fisher and Sund- 
strand have bent their efforts to increase 
the business man’s profits by lowering his 
cost of doing business. : 


For more than thirty-five years, Elliott- 
Fisher Company has been actively engaged 
in designing, manufacturing and marketing 
Elliott-Fisher Accounting-Writing Ma- 
chines. Today thousands of Elliott-Fisher 
Machines, utilizing the flat-writing- 
surface principle, are used throughout the 
world. 


The Sundstrand Corporation has been a 
factor of rapidly increasing importance in 
the adding, subtracting, calculating, book- 
keeping and cash register machine field for 
ten years. Every Sundstrand machine is 
equipped with the famous ten-key speed 
keyboard. Sundstrand products are also 
used throughout the world. 


Elliott-Fisher 


Division 
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Two Great Organizations 






The General Office Equipment Corpo- 
ration, as distributor, through its Elliott- 
Fisher and Sundstrand divisions, will market 
all Elliott-Fisher and Sundstrand products. 
This corporation, a subsidiary of Elliott- 
Fisher Company, has for some time been 
the largest distributor of Elliott-Fisher 
products in foreign countries. Its officers 
are the same men who have been associated 
with the company’s activities in the past. 


The union of the Elliott-Fisher and Sund- 
strand organizations will further greatly 
improve their present prompt and thorough 
service. The successful policies, the man- 
agement in general, and the efficient per- 
sonnel heretofore engaged in the design, 
manufacture and marketing of the well- 
known Elliott-Fisher and Sundstrand prod- 
ucts, will be retained. 


The affiliation of Elliott-Fisher and 
Sundstrand, and the distributing facilities 
of the General Office Equipment Corpo- 
ration, will enable these companies to render 
a still more valuable and indispensable 
service to the Business Public. 


Sundstrand 


Division 


General Office Equipment Corporation 
342 Madison Avenue, New York City 


Sundstrand 
Works 
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makes more 
seeds sprout, 








HE way of the amateur gardener is not the way 
~ 1 of the professional grower. Expense is no object 
, - —gardening is a dearly beloved hobby and, ac- 

a: cordingly, to be generously endowed. 


Anything that will make more seeds sprout, help 
to circumvent Nature’s unkind whims, and make 
) a better garden than his neighbor’s, is “‘as welcome 

as the flowers in Spring’’. Sell him not only seeds 
but AID for seeds—protection from fungous and 
bacterial diseases that prevent seeds from germinat- 
ing or retard their growth. Sell him SEMESAN, 
the modern disinfectant for seeds, soils, plants, roots, 
bulbs and corms, developed by du Pont chemists. 


TWO SALES 
for the Effort of only ONE 


With packets of seeds in his hand and the glitter of hope in his eyes, 
your amateur gardener prospect is all set to buy SEMESAN. He’s read 
SEMESAN advertising in Country Life, Garden Magazine and Home 
Builder, or the Bulletin of the American Dahlia Society. He’s found 
two or three booklets in the wall display rack that tell him how to 
grow better the crops in which he is especially interested. The display 
container of 2-ounce cans of SEMESAN catches his eye. “Here,” he says, 
“wrap up acan of this stuff. I want to see if it will do all they say it will.” 


... And of course, it will. SEMESAN will become as necessary to his 
accomplishments as an amateur gardener, as seeds themselves. Here- 
after, when he buys seeds, you make TWO PROFITS instead of just 
one, and the Semesan profit is the larger and more attractive. 

Your jobber probably carries SEMESAN. If he doesn’t, write to us and we'll ship it 


to you through your regular jobber. Don’t wait! Be ready for the Spring seed buyers. 
Write TODAY! 








E. I. DU PONT DE NEMOURS & CO., Inc. 
Dyestuffs Department, Sales Division 
WILMINGTON, DELAWARE 
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Pumps are pumps the world over, but over the world there are 
pumps and pumps not to be compared with the Myers for quality. 
A popular style—a leader with dealers everywhere—is pictured to 
the right. This Myers Submerged Cylinder Deep Well Double 
Acting Force Pump with hosts of friendly users, typifies progres- 
siveness in pump construction. Neat of design, attractively fin- 
ished, compact and sturdy, and fortified with numerous exclusive 
features, it operates easier, has larger capacity and will enjoy a 
longer span of life than the ordinary everyday type of pump. And 
what can be said of it will hold true for the entire line of Myers 
Well, House and Cistern Pumps. “Honor-Bilt” throughout, with 
over fifty years ‘of pump-building experience to guarantee the 
utmost in satisfaction, Myers Pumps are ready to demonstrate their 
sales-producing qualities for you. Inquiries are solicited. 


by Pete Or 
The 
MYERS » 


PUMPS -WATER SYSTEMS - HAY TOOLS -DOOR HA 





THE F.E,MYERS & BRO.C¢co. 


ASHLAND, OHIO. 


Years of MYERS’! -BILT PUMPS for 





Manufacturers over 
WATER SYSTEMS-HAY 
GARAGE DOOR HANGERS- STORE LADDERS. Etc. 





HONOR for Every Purpose, 
GRAIN UNLOADING TOOLS ~ BARN,FACTORY and 
























} MYERS 
Bay| SUBMERGED 
| j) CYLINDER 
( | PUMP for 
DRILLED 
or CASED 
WELLS 


31 











HARDWARE AGE February 24, 1927 


4 
os 
a8 
Gs 
ae 
3 2 2 
% 
: 
b\ ss 
ites ay, 
sigs 5 ae é & Sets 
Perf es Be 
pe * * ard 
as ‘ie : ee 
a epee i = 
ie. Ss ive 
. ge. Ba = 
a wy. ‘a hs “ "s: 
j "ae 
E; ; Ss 
4. J Say 
a | ts bp Ena need = 
F Boas >) _ 
, e 
, - 


SILVER 
STEEL 


SEGMENT GROUND 


Sell the Atkins Cross Cut Saw 
‘The Saw with the BLUE STICK’”’ 


Woodsmen in the timber camp, as well as 
the men on the farm, ask for the NEW 
“Silver Steel” Saw—“The Saw with 
the Blue Stick”. It is Segment 

Ground, which means that it will 
cut fast, free and easy without 

sticking or binding. 
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Millions of advertisements in 
farm papers are creating a 
demand that means profits 

for you. 











Order Atkins “Blue Stick’’ 
Cross Cut Saws NOW 


Ask your jobber for Atkins “Blue Stick” Cross 
Cut Saws Nos. 4, 5, 12, 553, popular “4 cutter” 
patterns. Specify Nos. 540 or 550 if “2 cutter” 
saws are wanted. If you desire One Man Tuttle 
Tooth Cross Cut Saws ask for No. 390. We have 
other patterns, such as Nos. 51, 52 and 67, and 
68 for the western timber. 


























Atkins Cross Cut Saw book descriptive of Cross 
Cut Saws, Cross Cut Saw Tools and Handles 
FREE to you on request. 


Ne. 5 Saw Tol J E. C. ATKINS & COMPANY 


Established 1857 The Silver Steel Saw People 
Home Office and Factory: 


402 S. Illinois St., Indianapolis, Indiana 


No. 9 Saw Tool 






























Canadian Factory: Hamilton, Ontario Machine Knife Factory: Lancaster, N. Y. 
Branches carrying complete stocks in the following cities: 
Atlanta Chicago New Orleans Portland, Ore. Seattle 
Branch Houses: | Memphis Minneapolis New York City ° San Francisco Vancouver B. O. 
Paris, France 
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This Issue 


This issue of HARDWARE AGE 
is particularly valuable in its 
content of material intended to 
be of real value to the retailer. 
Merchandising ideas _ gleaned 
from coast to coast are here pre- 
sented. Read them and then put 
them to the test in your store. 
You will find that there is a rea- 
son for the popularity that Harp- 
WARE AGE enjoys among the 
hardware men of this country. 
Every issue contains something 
of value to everybody in the 
hardware business. Read “what 
they say about us.” 





What Readers Say 
About Us 


“GENTLEMEN : 

“Inclosed find check for two years’ 
subscription to HARDWARE AGE, which 
is the best investment that we have 
ever made, as the benefit derived from 
reading your paper’ cannot be bought 
anywhere for several times the amount 
of subscription. 

“When we started in business, a 
little over five years ago, we 
never been in a hardware store, so to 
say, as very little hardware is being 
sold in a dry-goods business in which 
we were engaged. The little that we 
learned I venture to say that Harp- 
WARE AGE contributed over 75 per 
cent, and this is not to flatter you, 
but only to show you that we are 
glad for you to know that you are 
doing lots of merchants good, and if 
we had to cut down on overhead, 
HARDWARE AGE would be the last 
cut.” 

Very truly yours, 

E. R. Savermitcu & Co., 
Yorktown, Tex. 
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A treasure chart 8 


that leads to sales % 


IF THE SPIRIT of adventure still 
courses in your veins! If your inter- 
est quickens when a new product, a 
new enthusiasm, is to reward your 
search! If you actually love good 


hardware and like to sell it— 
THEN, you will find real treasure 
at the end of this trail. 


To the man who looks upon the 
selling of hardware as a hundrum 


affair at best, this message is of no 
interest. But if you are one of those 
fortunate souls who knows fine 
wares when he sees them and who 
sells best when his own natural en- 
thusiasm bubbles over—McKinney 
Forged Iron Hardware is your 
treasure chest. 


Here is hardware that has 
widened the eyes of connoisseurs. 
Hardware that has mystified the 
industry by its perma- 
nent rustproof finish. " 
Hardware that has 
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~ F coer D IRON 
HARDWARE 


mingled with antique pieces and car- 
ried away the honors. Hardware 
which, because of its reasonable price, 
has permitted thousands of home own- 
ers to gratify “‘that secret ambition.” 


Forged Iron Hardware 


Put McKinney lanterns in your 
window. Let them beckon the search- 
ers to your door. Place forged iron 
samples where they can be seen and 
touched. For these samples—the 
knockers, hinge straps, foot-scrapers, 
and so on—lead to the complete 
equipment of the home. 


Send the coupon! It will lead to a 
treasure more certain than 
that at the rainbow’s end. 





Force Division, McKinney Mec. Co., Pittsburgh, Pa. 
Send the Forged Iron Catalog to 


Address. 
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By Llew S. Soule 
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Having the 
“Punch” 
When You 
Need It 








Nearly every town, village, hamlet or city in the United States, 
has speed regulations which slow the motorist down to 20 miles 
per hour. On the highways, “speed-cops” make it unsafe for 
him to register much over 35 on his speedometer. 


Yet—automobile manufacturers continue to increase the 
power and speed of the cars they turn out. 


Why? 


Because in these days of traffic jams, careless drivers and road- 
hogs, the automobilist often has need for high speed at short 
notice. His life and the lives of those in his automobile depend 
many times upon the ability of the car to “‘pick up” speed instantly. 


The reserve speed and power are life preservers, ready for in- 
stant use. 


The modern merchant likewise has need for life preservers of 
this kind; of reserve power to speed up his business quickly when 
necessity arises. His reserve power should be in the form of safe 
accounts, cash on hand and liquid assets, which enable him to take 
advantage of opportunities for profit, and carry him over dull 
periods or periods of keen competition. Other’ reserve powers 
should be in the form of a well-trained, efficient organization, 
knowledge of both merchandise and the public’s needs, and an 


abundance of the factor we term “Good Will.” 


The sensible motorist does not make a practice of reckless 
speeding, wild driving or turning corners on high. He takes a 
safe speed and keeps a steady pace, wherever possible. So the 
wise merchant keeps away from reckless merchandising, high speed 
fads, and dangerous credit curves. He steers 
a steady course at a safe and sane speed. 


But—both the sensible motorist and the 
wise merchant have the reserve power for 
emergencies. They have the “punch” ready 
when they need it. 
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J. C. Bowman and his daughter, Margaret, run this attrac- 
tive store at Flora, III. 


Some Novel Methods 
of Merchandising 


KERRY BOWMAN is always doing something to 
focus attention on his well kept hardware store in 
Flora, Ill. Right on the main highway which runs 

from St. Louis, to Evansville, Ind., he has brought plenty 
of transient trade to the store by means of attractive 
road signs and all traffic arteries pointing toward Flora. 
When Saunders Norvell edited the Gimlet, Jerry or Jay 
as he is usually called, sent Mike Kinney, editor and 
teamster, a gold plated Gimlet. 

In a stove demonstration Jay put a 50 lb. sponge cake 
under boards, allowed twenty or more people to walk on 
the boards, removed the boards then cut and served the 
sponge cake. Another time he put a water tank in one 
window, placed a log in the water and fixed up eight 
spelling turtles with the letters |. B-o-w-m-a-n on 
their backs. The idea was that the person who 
caught the turtles sunning themselves in formation to 
spell J. C. Bowman along the log would receive a 
twenty dollar gold piece. No purchase was necessary 
to win. All you had to do was walk in the store and 
show Jerry. The nearest the turtles ever came was 
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“J. C. Bow” and then someone overanxious scared them 
off the log back into the water. 
Jerry has a mighty good paint department which does 


better than $7,500 a year in this small town. He kodaks 
photos of houses needing paint, and sends the prints to 
the factory, gets a suggested color scheme for the house 
and then proceeds to sell the owner, ngt paint but an 
idea—a color scheme—and he has been very successful. 
He has studied auto painting and gives intelligent advice 
on the subject to local motorists. 





point for sales and Jay sells ten or twelve barrels a year. 

Most of his business on inside paints comes from his 
invitation to work out attractive color chemes for rooms. 
He sketches the shape and size of rooms and sends the 
data to the factory’s expert, gets one or two suggestions 
and goes back to the consumer ready to talk decorations 
instead of talking paints, brushes, etc. 


Roof paint is another ” 
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D. C. Stancell, Nashville, Tenn. 


Stancell Operates on 


100% Cash and Carry Basis 


salesman working in a downtown hardware store 

in Nashville, Tenn., made arrangements to go 
on his own. The burden of credits and collections 
and the cost of deliveries struck him as unnecessary 
luxuries, which people accept because they are available. 
He believed that you could not collect these extra ser- 
vices nor could he figure an equitable and acceptable 
plan for restrictions on these services. 

A cash-and-carry business was an ideal with Stancell, 
so he started Nashville’s well-known Cash and Carry 
Hardware Store, which operates one hundred per cent 
on that basis, so clearly indicated by the name. Prac- 
tically every item handled is displayed in the open. The 
store measures 25 feet wide and is 75 feet long. No 
price appeal is offered on the cash-and-carry basis. The 
store is located in a high-grade residential section of 
the city and its owner makes no pretense at saving 
money for the consumer by eliminating credits and de- 
liveries, but he does admit cutting his overhead and 
getting a little better net for himself. 

Stancell’s only claim is that the store makes a con- 
venient supply station for hardware, household utensils, 
radio, electrical equipment and the many thousand hard- 
ware items with which you are so familiar. : 


r SN HREE years ago D. C. Stancell, a retail hardware 


Practically every item handled is displayed in the open in this Cash and Carry Store of 
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D. C.. Stancell 


We visited the store last September 20 and learned 
that sales tor 1926 up to including that day were greater 
than the entire volume of 1925. The store opens 
at 7 in the morning and closes at 9. On rare occasions 
people want goods and do not have sufficient money on 
hand. If Stancell knows the person he will accept an 
[.O.U., payable the next day, arid he insists that such 
1.O.U.’s be paid as stated. 

In handling radio all financing must be arranged so 
that the Cash and Carry Hardware Store gets paid on 
delivery. Four service men are on the pay roll. They 
are local college students, well versed in radio, and are 
permitted to carry at home a small stock of batteries 
and tubes for emergency replacements in their territories 
after the store has closed. The goods are charged plus 
a service or installation cost. The service is available by 
phoning the store up until 9 o’clock. After that a per- 
son could only get this service by a personal appeal to 
the nearest field man. 

The day we visited the store it was crowded all after- 
noon and fairly busy in the morning. The open display 
tables help sell many second items. Every day in the 
week Stancell knows where he is at. He has no books to 
keep and has the record of buying for cash as well as 
selling for cash. 











38 HARDWARE AGE 


February 24, 1927 


“The Good Old Times’”’ 


By Saunders Norvell 


discouraged, I always think of the “good old 
times” and I am immediately cheered up! 

Recently, I talked in Albany at the Convention of 
The New York State Retail Hardware Dealers’ Associa- 
tion, on the subject: “Hardware In America.”  Pre- 
paring this address led to my thinking a good deal 
about the “good old times” in the hardware business. | 
had a very carefully prepared manuscript in my suitcase. 
[ arrived in Albany at 11.30 a. m. One of the Recep- 
tion Committee promptly checked my grip, my coat and 
my hat. He checked my address in the suitcase. I was 
immediately ushered up to the speakers’ stand and 
almost before I knew I was there, I found I had been 
introduced to an audience of some six hundred hardware 
men. It was too late to get my manuscript out of my 
suitcase, so I had to talk without notes. It was exactly 
12.15 when I started. These New York hardware men 
have a habit of rising early and eating an early break- 
fast. I knew they were hungry. It is a difficult thing 
to successfully interest and enthuse a hungry audience! 
I knew this audience of six hundred wanted lunch. Six 
hundred lunches were on my mind. I could not mentally 
zet away from the lunches to “Hardware In America.” 
I am afraid my speech was a fizzle. However, I have 
resurrected my manuscript and I propose to work it over 
in this article—chicken one day, you know, and hash 
the next!” 

The funniest episode in history has never been used 
in literature. Bernard Shaw could weave it into one 
of his characteristic plays. It would make a wonderful 
plot for a comic opera. The actor, George Arliss, who 
looks like Voltaire, could work it into a comedy. This 
episode took place when the poet and writer, Voltaire, 
was sent as a special representative of France to the 
Court of Frederick the Great. Voltaire always had the 
ambition to be a statesman. I*rederick the Great was 
filled with aspirations to be a poet and a literary man. 
Therefore, when the greatest writer and the greatest 
statesman of their day met, the statesman wished to 
discuss poetry with the poet and the poet wished to 
discuss statesmanship with the statesman. Discussing 
poetry with Frederick the Great bored Voltaire. Dis- 
cussing statesmanship with Voltaire bored Frederick 
the Great! 

Sans Souci (without care). was built by Frederick the 
Great to rival Versailles, which was built by Louis XIV. 
Sans Souci, however, with its palace and gardens, is 
hardly a rival to Versailles. It was here that Voltaire 
came to meet the great general and statesman and it 
was here he was given quarters and lived as the guest 
of Frederick the Great. Of course they quarreled. 
Voltaire wrote some very amusing but unkind things 
about Frederick. His articles were carried secretly to 
France, were published there and, in due time, came 
back to Sans Souci. Relations were strained. Voltaire 
was persona non grata to the Court of Frederick. He 
was recalled to France. 

Afterward, Voltaire was sent back to Sans Souci. 
It was then that Frederick the Great personally arranged 
his bedroom for him. I would never have believed this 
story if I had not stood in this room and seen, with my 


W discouraged, I am depressed, disheartened or 





own eyes, what I relate. One could hardly believe 
that an important figure like Frederick the Great could 
amuse himself so unkindly with his helpless victim 
When Voltaire arrived, he found the walls of his room 
decorated with painted parrots hanging in swings. This 
was a gentle suggestion on the part of Frederick that 
Voltaire talked quite a good deal! On the wash-hand- 
stand, as they call them in Europe, with its marble top, 
stands, to this day, an enormous wash bowl. In the 
middle of this wash bowl also stands a very tiny water 
pitcher. Here Frederick the Great suggested that it 
was not the custom of Voltaire to use very much water! 
Lying on the bureau in this curious room is an immense 
razor which Frederick must have had his cutlers make 
to order. The blade of this razor is at least two feet 
long. There is also an enormous made-to-order shaving 
brush. It is well known that hair did not grow on 
the face of Voltaire! We .can only surmise the feelings 
of Voltaire after he had unpacked his dress suitcase in 
this room prepared for him by his good friend, the 
King of Prussia. History does not record just what 
Voltaire had to say to Frederick the Great when he met 
him at dinner that evening! 

This story comes to my mind in connection with the 
“good old times” on account of the size of that water 
pitcher. In the “good old times,” from all I have been 
able to gather in my researches, they were not extrava- 
gant in the use of water! I have dreamed my way 
through many ancient palaces. The ceilings were deco- 
rated with marble, wood, silver and gold. The side walls 
were covered with silks and tapestries. (On the inlaid 
hardwood floors, priceless rugs and carpets reposed. 
The furniture was cyvnningly carved by hand and up- 
holstered with Gobelin tapestry. Large mirrors in their 
volden frames reflected the magnificent interiors. All 
this I saw, but I never saw any bathrooms! 

Napoleon Bonaparte was a modern and an exception 
to his age in many ways. He foretold and prophesied 
the League of Nations. He recommended a United 
States of Europe. When he was tired out after a battle 
or after an all-night session with diplomats, he would 
’et into a hot bath and soak for several hours. In this 
respect, Napoleon was peculiar and people talked about 
him! 

By the way—if you wish something good to read, 
something really worth while, get Emil Ludwig’s 
“Napoleon, the Man of Destiny.” It is one of the 
best biographies I ever read. The research that Ludwig 
must have done is beyond belief. When one reads 
this story, he is so sorry for Napoleon. He took such 
terrible chances. He worked incessantly, night and day, 
like a slave. He built up other people, taking them 
when they were poor, unknown and obscure. He made 
countless men rich and famous. He not only made the 
members of his own family rich, but he placed them 
on thrones. They became kings and queens. They 
owed everything to him, but they showed their gratitude 
by their jealousy and not only their desertion of him but 
their actually working against him in his hour of mis- 
fortune. 

He loved Josephine. His letters to her from the 
battlefields of Italy are long outbursts of passion and 
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jealousy. In one letter which | read in Malmaison, he 
writes—“ What have you to do, inadame, that keeps you 


so busy that you cannot write me a single line?” The | 


conqueror of Italy, of Austria and of Prussia begging 
for just a few lines from a woman! Isn’t life full of 
irony ? 

However, the point I am making in all this is that 
Napoleon, in a dirty generation, at least had the one 
virtue of being clean. 

The only thing I think I would seriously fear in 
poverty would be the dirty surroundings of the poor. It 
is difficult for the poor to keep clean. Cleanliness not 
only means a certain comfortable income, but it also 
means a certain amount of leisure. In the “good old 
times,” prosperity was not very general; modern plumb- 
ing was unknown and they did not waste much of their 
leisure performing their ablutions in a washtub. Bath- 
tubs are really a modern invention. They came into 
use in this country since the Civil War. You may believe 
it or not, but there was a law in Pennsylvania on the 
statute books and, for all I know, it may still be a law, 
that anyone taking a bath in the winter months, except 
upon the prescription of a physician, was subject to 
imprisonment and fine! It was believed that bathing 
in the winter would remove the natural oils of the skin 
and cause the individual thus exposed to contract small- 
pox ! 

Have you studied the pictures of the men and women 
about the time when Abraham Lincoln was President? 
Have you noticed from these pictures that the gentle- 
men wore boots, never had their trousers pressed and 
devoted a large part of their energies to growing their 
hair long, with a profusion of beards? ‘These gentle- 
men, I am sure, also wore red flannel underclothes and, 
from what I have heard, most of them did not believe’in 
any such effeminate articles as a night-shirt or pajamas. 
They slept in their red flannels! 

How many of us remember, as small children, being 
stood up on a chair while our mothers or nurses care- 
fully and laboriously went on an exciting hunting trip 
with a fine-toothed comb? This was one of the regular 
family ceremonies and a frequent application of the fine 
comb ‘was an indication of the family refinement!! 

As a boy, I can remember magnificent homes where 
people lived lavishly with numbers of servants and the 
table groaning ander an immense variety of food and 
drink, but not a single bathroom in the house. 

Yes, those were good, old dirty days and it is not 
surprising that even in those days perfumes were in 
demand. A perfume then had a practical value that is 
lost in these unhappy modern times! 

However, let us get nearer to the hardware business: 
I went to work at $5 per week in a typical hardware 
jobbing house. Working hours were from 7:15 in the 
morning until 6 at night. On our floor there were 
seventy-five clerks and four wash basins. There was 
one roller towel. There were no Saturday half-holidays 
and nobody had ever heard of a vacation. Only those 
who were sick ever had any time off. During the busy 
months in the spring and fall, we worked three nights 
per week until 11 o’clock without any extra pay. Ait 
first, they herded us out to a nearby restaurant, like a 
gang of convicts, for supper. Later, they gave each 
worker fifty cents and he could eat where and as much 
as he pleased. During the busy season, no employee 
was expected to make any engagements that he could 
not break. If we were called upon for night work, 
we were expected to respond. If we did not, we were 
summarily fired. 

I worked for almost three years under such condi- 
tions. Nobody could stand the strain unless he was very 


HARDWARE AGE | 39 


fit physically. Weaklings, after a few days, dropped out. 
At the end of a year of this kind of work, climbing 
ladders, pushing trucks, lifting nails and barbed wire, 
I did not have a spare ounce of fat on my body. I was 
as hard as a rock. Our family had breakfast late, so 
the cook gave me breakfast alone. When I arrived home 
during the first few months of this period of industrial 
slavery—that is—before I had hardened up, | was so 
tired that shortly after dinner I would crawl into bed. 
1 was sure all over, in every joint. 

There were many wooden planes sold in those days. 
This was hefore the days of mill work. Milling of all 
kinds in building was done by hand. ‘This was also 
before the advent of the modern fancy plane, put up 
in its neat, individual pasteboard box. Stubb's and 
Butcher’s files were wrapped up in greasy papers, one- 
half gross in a }ackage. Our stock was full of German 
hardware with green labels wrapped in paper. ‘The 
pasteboard box came slowly as a great improvement. 

Strap hinges were rough, carefully greased and wired 
together. I often had the job of wiring those that had 
fallen apart in the bins. No one in those days ever 
dreamed of a pair of strap hinges put up in a paste- 
board box with screws to match inclosed. 

I have often looked back to this three-year period of 
my life with curiosity. What did I think? What were 
my hopes? It seems to me-now, as I try to recall these 
years from the dim past, that I accepted such conditions 
as being the regular thing. Almost all the boys I knew 
went to work and when they went to work, they got just 
what I was getting. I escaped from this industrial 
slavery by becoming a traveling salesman. Happy 
escape ! 

Then I came in contact with the retail hardware stores 
of that day. Most of them were regular junk shops— 
dirty windows and dirty stores, not to mention dirty 
proprietors and dirty clerks! 

When I started to travel my salary was $75 per month. 
Hotels in my territory charged $2 per day on the 
American plan, includ::g bed and food, and they were 
worth it! If the iiotel business was good, you were 
expected to share you: bed with any other traveler who 
happened along. To have declined this common com- 
panionship woul have got you in bad with the pro- 
prietor and al} ine guests! One night I retired early 
and was awakened by another guest pushing me over 
when he climbed into the-bed. When I rose in the morn- 
ing I found my shirt covered with blood. It seems that 
my bed-fellow had got into a scrap the night before, 
had been shot and had not had his wounds bandaged 
carefully! But such an experience was hardly news at 
the time. ; 

One notable trip that I took was down the Missis- 
sipp! River in a skiff from New Madrid, Mo., to Mem- 
phis. I worked towns on both sides of the river. My 
customers were all general merchants. No one cared 
anything about prices. I do not believe I entered a 
price on one order in ten. I did try, though, to be care- 
ful to pick out the kind of goods they wanted. In my 
samples of cutlery I not only had a good line of Keen 
Kutter goods, but also complete rolls of Rodgers and 
Wostenholm I X L pocket knives. I also had a large 
roll of wooden and bone handled knives and forks. The 
three-pronged fork was the correct thing in those days, 
and the correct way to grasp vour fork, in order to 
be in the fashion, was like a dagger. The other night, 
coming from the West on the Twentieth Century, a 
man sat opposite me and impaled a one-minute steak 
on his fork in-that manner. To watch him made me 
homesick for my long-lost vouth! The man was well 


(Continued on page 82) 
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Lund Routs Aluminum Peddlers | 


Wisconsin retailer runs into direct-to-consumer com- 

petition and finds that his regular resale prices are 

lower than those of the canvassers. Cashes in on the 
interest aroused. 


KCENTLY the A. \W. Lund Co., hardware deal- 
ers at River Kalls, \Wis., ran into a new kind of 
competition, at least it was new to them although 

other dealers have probably seen it before. A “direct to 
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Demonstrations simi- 
lar to those of the 
canvassers brought 
the people into the 
store, when aluminum 
ware and oil stoves 
shared the limelight. 
The peddlers left 
town next day 


consumer” aluminum Company picked River Falls as a 
place in which to stage a sales campaign and canvassers 
spent approximately a month there and worked up a 
considerable interest in cast aluminum ware. 

Their sales plan, as is common with most of the 
“peddling’”’ aluminum companies, is to induce some 
housewife ta invite a dozen or so of her friends to her 
home. A demonstrator is present and prepares a com- 
plete meal for the ladies, furnishing all of the food, 


and while he prepares it he gives a lecture on the advan- Article Price Price i 

tages of his aluminum ware. The names and addresses Tea Kettle, 6 qt.................... $ 6.90 $ 5.30 4 

of the women present are taken and then within the next Dutch Oven, round.................. 14.85 6.50 : 

few days, high pressure salesmen call on them an en- Skillet, 5 I vee eee eee ee eee eee eee 2.10 I P 

deavor to sell, not a piece or two, but a complete outfit, SEINE, FM. oo cece ewe cvosenconecs 3.45 2.30 . 

the price of which runs somewhat better than $150. Skillet, 9 in. ....... Peete eee ee eens 5.40 2./0 3 
Naturally the: Lund Company was rather perturbed Deep Saucepan and Cast Cover, 2 qt... 6.60 3.75 

over these activities but figured that the best course to Deep Saucepan and Cast Cover, 3 qt... 7.60 4.25 

pursue was to do nothing for a few days, giving the Deep Saucepan and Cast Cover, 4 qt.... 8.60 4.75 

canvassers an opportunity to arouse some interest in Kettle and Cast Cover .............. 11.85 6.50 

cast aluminum. One of the big sales arguments of the Double Frypan ..................... 7.45 J.69 

canvassers was the possibility of cooking with cast ware Double Dutch Oven.................. 14.95 12.60 

absolutely without water and so, when the time was ripe, [wo Way Coffee Maker.............. 11.10 8.45 

Mr. Lund flooded the territory with circulars headed, bailed Griddle .................5045. 5.90 2.70 

“Cook Without Water” and gave prices on several Waffle Mold ..................00045. 6.75 3.75 
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aluminum items and invited a comparison of these prices 
with those of any other cast ware. 

The results from this were immediate. The women 
who had already bought from the canvassers began to 
realize that they had paid a long 
price and that it would have been 
better to have patronized their 





talked about it and told the wo- 
men who hadn't bought. 

Lunds followed up this advant- 
age by holding 1n the store a two- 
day cooking demonstration simi- 
lar to those of the peddlers and 
inviting the women in to see it. 
by this time the interest of the 
women was aroused 
and they came and 
bought better than $100 
worth of aluminum 


TNR BY local hardware store. They 
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ware the first day and 
subsequent sales have 
been good. Oil stoves, 
demonstrated at the 
time were also sold. 
Previous to the ad- 
vent of the peddlers, 
his stock consisted of a 
small assortment of 
pieces which turned 
rather indifferently ; 
now with a complete 


stock he is getting a ht 
profitable turn- 

over, thanks largely to . : 
the canvassers. 
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Table showing Lund’s regular resale prices on cast aluminum as 
compared with the prices asked by the canvassers working in 
that territory: 


Canvasser’s Lund’s 
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WASHING — st 


OR the past six years regular so-called Dollar Day 
Sales have been conducted by the merchants of 
with success, as a quarter yearly 
event, and with this in mind B. O. Birch, proprietor of 


Freehold, N. J., 


Birch’s Hardware Store, in that town, was 
a vital factor in inaugurating another sales 
stimulator, known as Freehold Day, for 
featuring Christmas holiday merchandise 
at an advance sale, which was held on 
December 8. 

Due publicity was given to this new sale 
day two weeks in advance through the 
local newspapers, about 25 per cent of all 
the dealers in the town going in for the 
feature, using special headings for their 
advertisements. The campaign was so 
large that an extra section of the local 
newspaper had to be printed to carry the 
extra space taken by the local merchants 
to advertise their wares for this sale. 

A reproduction of Birch’s advertisement 
appears in connection with this article, as 
well as a view of his store front as it was 
arranged for Freehold Day. Mr. Birch, 
an energetic booster of modern sales 
methods, reports that the day went over big 
with all merchants in the town and that his 
sales for Freehold Day showed an increase 
of more than 600 per cent for the day. 

So well, in fact, did it go over that the 
merchants, through the Freehold Chamber 
of Commerce, have decided to make Free- 
hold Day an annual event in that town just 
before the holiday season. 


41 


Newell 


Freehold Day Emulates 


offered 


as “High Quality at Low Price.” 
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Showing the way in which B. O. Birch (inset) arranged his windows for Freehold Day 


/; Dollar Day in New Jersey Town 


While the sale was conducted along the general line 
of a dollar day sale, the prices of merchandise were not 
kept so closely to a particular sum, but merchandise was 
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| Wednesday, 
£0 Sth, 
| One ‘Day Only 





Freehold is growing and our big store is keeping step with every improvement 


day. December sth, we inaugurate first annual advance Holiday sale 





On Wednes- BIRCH S 


| Wednesday, 
| December 8th, | 
‘One Day Only | 
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Grow a Garden in Your Store Window 


Two jumps ahead of the season, this store window garden 
made real cash customers in the community 


not violate convention by “rushing the season.” 

But, when the first feel of spring gets in the at- 
mosphere, the hardware dealer may make his plate 
glass window do hot-house duty and stimulate sales of 
garden tools and seeds, as well as draw an unusual at- 
tention to an attractive display. 

The enterprising window decorator of the Charles 
Beshore Co., at Marion, Ind., not only put life into the 
window, but actually grew vegetables and grew business 
for the spring months. A truck load of good soil was 
brought to the store and spread three inches deep in 
the display window. A small garden was planted, with 
seed envelopes turned upside down on stake markers in 
true garden style. The soil was faithfully watered, and 
shoppers soon began to watch with interest to see when 
the first seeds would come up. It was in reality a com- 
munity garden. 

The timeliness of the various stages of the garden 
was closely followed. When the planting was done, 
special attention was called by display cards to seeds, to 
plows and cultivating tools, and the many articles in the 
store needed to get a garden in shape. The watering 
called for rubber hose and sprinkling cans. When the 
first seeds came up a little dummy man dressed in over- 
alls and straw hat was placed in the middle of the 
garden, a veritable “man with a hoe.” Then a fence 
was built around the plot, to keep out the chickens and 
neighborhood animals. The battle with weeds called 
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for hoes and rakes. Finally came the little wagons, 
drawn by children, to haul the produce to the house, and 
these were delivered by a truck bearing the name of the 
firm. The truck, set on a crushed stone roadway, was 
equipped with electric lights and a red tail light, and 
was driven by a doll dressed as a delivery boy. The 
window had real action, and told a story every day. It 
was a living as well as a moving picture of a live and 
thriving business. 

The display was just in advance of the season, and 
definitely sold the desire to grow a garden. The selling 
psychology was evident in the display cards. Just as 
the sunshine and warm air were telling everyone that 
it was time to think of putting out a garden, the seeds 
in the window were just peeping through the ground, 
and a sign was posted stating “Now is the time to buy 
seeds that are sure to grow.’’ Then when the time came 
to get into the garden and work, there was an appeal 
in the “cute little feller” with the hoe and the admirer 
of the unique display obeyed the impulse to go in and 
buy. 

And the chief value in the window was not that it 
sold seeds. The live window drew people into the store 
and once inside they saw shining rows of aluminum 
ware, and other attractive displays on shelves. The 
store with a window that goes out onto the street and 
compels people to stop in is also the one that draws most 
of their hardware trade. 
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A Spring Display of Garden Tools 


Displaying everything needed by the householder 
who has a garden—No crowding of merchan- 
dise—Simplicity and attractiveness the keynote 


OULD anything be more spring-like than the 
above illustration of a window display of garden 
tools? It was arranged for the Emigh-Winchell 

Hardware Co., Sacramento, Cal., by George F. Hauber, 
display manager of the company. 

When Hauber handed us the photograph from which 
the cut on this page was made, he did so with the remark 
that it wasn’t a very good display to photograph. 

‘Why not?” 

“Because all of the colors in the display were neutral. 
The curtains in the back of the window were light gray. 
The beaver board background pieces were light green, 
and the floor was covered with a dark green cloth.” 

“Yes, but the arrangement,” we said, interrupting him, 
‘the clean simplicity of it.”’ 

“That’s the unit type of time, as near as we can get 
it with this kind of merchandise.”’ 

“Didn't it attract a good deal of attention ?” 

“Well, yes. It was entered at the spring opening sale 
of the Sacramento merchants association contest for win- 
dow displays, and it won first prize in the hardware 
class.” 

There were two display cards in foreground at each 
corner of the window. ‘The one at the left made the 
following statement: “Here you will find everything 
for working the garden patch, flower bed and lawn.” 

The card on the right states: “Spring is here! Start 
vour garden now. Get the necessary tools here.” 


Note the variety of tools and implements displayed. 
There is literally everything needed by the householder 
who has a garden. There is no crowding of merchan- 
dise. There is no confusion of articles or of ideas. One 
idea is presented neatly and simply and attractively. 
It is a window display worthy of study and worth 
imitating. 








The window display of the Joseph Woodwell Co., of Pittsburgh, 
Pa., which won one of the sur-prizes in the recent national 
window display contest conducted by “X” Laboratories 
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Missouri Dealers Discuss Business Policies 


C. C. Carter and J. G. Wade unanimously re-elected as President 


and Vice-President. 


5 is usual at the conventions of the Missouri Retail Hardware Associa- 
tion, the 500 dealers present at the 29th annual meeting of that or- 
ganization held in St. Louis, Jan. 24 to 26, used their notebooks 

assiduously in order to take home with them the ideas brought out in the 


various talks. 


Both the dealers and the exhibiting manufacturers and 


jobbers proclaimed the convention the most successful ever held in the his- 
tory of the state organization and one direct result of the meeting was 
a pledge on the part of everyone present to work toward the bringing of the 
1928 convention of the National Retail Hardware Association to St. Louis. 


The first speaker of the convention on 
Monday, the opening day, after the cus- 
tomary address- of welcome by the presi- 





C. C. Carter 


dent, C. C. Carter, was Harry W. Riehl, 
manager of the Better Business Bureau of 
St. Louis. Mr. Riehl’s talk was a plea for 
strict honesty in the conduct of a_busi- 
ness, especially in the advertising of that 
business. He said, “Whenever a customer 
is misled or deceived, the merchant caus- 
ing such deception loses an appreciable 
portion of the good will which he has 
spent years of labor and thousands of 
dollars to build up. Such loss of confi- 
dence engenders hesitancy in the accept- 
ance of advertised statements and pre- 
ferred merchandise resulting in inceased 
sales resistance and additional overhead 
expense.” 

In his annual secretary's report given 
at the afternoon session of the first day, 
Ff. X. Becherer, stated: “The small-town 
merchant is not going to pass out if he 
will keep abreast of the times by adding 
new lines. Auto accessories, radio, seeds, 
electrical supplies, glass, paints and oils, 
pipe and pipe fittings and many other 
items that are not strictly hardware can 
be sold in hardware stores. Analyze your 
community wants in new lines, select your 
merchandise and then go after the busi- 
ness. 

“Let the retailer take stock of himself. 
Discontinue the unethical practices that 
are practised by a few. I say few, be- 
cause I firmly believe that a good hard- 
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ware merchant would not stoop to such 
things as taking a discount after time, re- 
turning goods without the consent of the 
wholesaler or manufacturer, cancelling 
orders after goods have been shipped and 
returning goods from stock for credit. Be 
fair with your jobber and be fair with 
your customers.” ' 

Hobart R. Beatty, of Clinton, IIl., presi- 
dent of the National Retail Hardware As- 
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sociation, was also a speaker at the first 
day’s session. Mr. Beatty spoke of the 
services being offered to the association 
members through the national organiza- 
tion and urged those present to use them 
more freely. 


Officers Reelected 


The session of the second day opened 
with the report of the nominating commit- 
tee which recommended the re-election of 
C. C. Carter, of Carthage, Mo., as presi- 
dent and J. G. Wade, Monroe City, as 
vice-president. They were elected unanim- 
ously as were G. M. Rinie and E. J. Faut 
to serve as new members on the execu- 
tive board, Frank Warnhoff, as treasurer, 
and F. X. Becherer, as secretary. 


Herbert M. Giessing Addresses 


Convention 


Following the election, Herbert W. 
Giessing, a director of the Illinois Retail 
Hardware Association, spoke on the sub- 
ject, “Competition—Present and Future.” 
Mr. Giessing enumerated the present-day 
competition of the hardware trade as con- 
sisting of mail order houses, chain stores, 


‘  guurpenensenansr eeneegrens eet eet iresnieepenenane 


house to house canvassers and some hard- 
ware jobbers. He advocated a close study 
of the merchandising advantages enjoyed 
by these forms of competition and also 
the disadvantages under which they oper- 
ated. These he listed as follows: 


Advantages 


Lower prices through volume buying. 
Expert salesmanship. 

Store planning. 

Display and stock arrangement. 
Sufficient capital. 

Definite knowledge of costs. 








F. X. Becherer 


Disadvantages 


Lack of personal contact. 

Delay in delivery. 

Lack of personal service. 

Lack of quality merchandise. 

Public’s lack of implicit confidence. 

He further said, ‘“‘Having these facts 
before us, and with the knowledge that 
they are correct, it is now essential that 
we make a thorough analysis of our own 
business and see by comparison where we 
may plug up the leaks and inefficiency so 
that we may better meet this kind of com- 
petition. It is to our advantage to study 
and know the advantages that our com- 
petitor has over us, and to apply where- 
ever possible these factors in our own 
business. They are not theory any more 
for our competitors have tried them and 
found them successful, so why sit idly by 
and bemoan the fact that we are losing 
business and that our competitors have 
certain advantages that we may also at- 
tain.” 

In speaking of the necessity of the hard- 
ware dealers studying his customers and 
their requirements, Mr. Giessing - said, 
“Due to the very complex make-up of our 
consuming public there has been certain 
definite divisions or classifications whereby 
we may classify the wants and demands 
of the consumers. By that I mean that 
the needs of one portion of the United 
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States may be somewhat different than 
those of another. In fact the needs and 
demands of the consumers in one locality 
are very often different to those of even 
a nearby locality. Every community de- 
mands such staple items as nails, paint, 
glass and the like, and even such commodi- 
ties as radio, silver-ware and articles of 
similar nature. Being more specific, a 
hardware dealer in a small agricultural 
community must, by very reason of his 
surroundings, stock an entirely different 
line of merchandise than the dealer whose 
patronage comes from a district in a large 
city. This thought seems so simple that 
you wonder why it was mentioned but the 
idea must be driven home that no retailer 
can hope to serve his customers efficiently 
or economically unless he makes an exten- 
sive study of the demands and needs of 
those to whom he looks for patronage. 


Closer Cooperation Urged by J. H. 

Dickbrader 
J. H. Dickbrader, of Washington, Mo., 
sounded a plea for closer cooperation be- 
tween dealers and jobbers when he said: 
“We tire of beifg continually told that we 
must follow the tactics of the chain stores 
in the arrangement of merchandise—we 
can rent the best corner in town, fit it up 
with modern fixtures, illuminate it with 
the latest methods, dress our windows, but 
unless we can sell competitive merchandise 
at competitive prices we will fail. As I 
see the need of the hour, it is a close afflli- 
ation of the recognized hardware dealer 
with the recognized hardware jobbers who 
can and will protect us in meeting any 
and all competition. I sincelely hope that 
this convention will develop a_ united 
determination to be of assistance to our 
fellow members and to remember Mis- 
souri’s slogan, ‘United we stand, divided 
we fall.’” 


J. P. Arnold Tells of a Discovery 

In telling of his own success in com- 
bating mail order house competition, J. P. 
Arnold, Edina, Mo., stated: “I decided to 
make a survey of the prices listed in the 
current issues of the mail order house 
catalogs, and I was astounded at the prices 
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they received on 150 staple hardware 
items. Compared to my own prices, they 
were, on the entire list, 10 to 15 per cent 
higher, f.o.b. Chicago, than my delivered 
price in Edina. I decided to broadcast 
my discovery all over our county, and used 
a full-page advertisement in my local 
newspaper. A copy of this advertisement 
can be found in the Dec. 30 issue of 
HARDWARE AGE. In this ad I have used 
every effort to make it easy to under- 
stand and read. For example, opposite 
each item I placed the mail order house 
number, the catalog page number, their 
price, f.o.b. Chicago, and my price, f.o.b. 
Edina. I know that this ad has sold for 
me considerably more of these.items than 
I had ever sold before. This year I have 
contracted for a quarter page of each 
issue of our weekly county newspaper, 
and I expect to make price comparisons 
in every ad. We have all of our popular 
priced goods on display tables, with a 
price ticket on each article, and now I 
expect to put the mail order price on 
alongside of my price.” 


Public Will Reward Proper Retailing 


Two speakers were on the program the 
third and closing day of the convention. 
Edgar Gengenbach, sales manager of the 
Scruggs - Vandervoort - Barney Co., St. 
Louis’ largest department store, gave the 
hardware dealers some idea as to the 
merchandising policies employed by de- 
partment stores in general, and which his 
store had found profitable. He said in 
part: “Because retailing is of the very 
essence of the whole problem of efficient 
distribution, and because the opportunity 
is here, it is perfectly plain that a great 
future lies in this direction also. And it 
is a future that will invite from not only 
the retail field, but other fields, men that 
will make the most of the opportunity. 
Never before has the public been so thor- 
oughly enlightened and advised in the mat- 
ter of merchandise as at the present time, 
and that same public is ready to reward, 
handsomely, every intelligent and sincere 
effort in proper retailing and a complete 
service of distribution.” 


45 


“One of the greatest present forces in 
retailing is the discernment of the public, 
informed as never before through adver- 
tising. It is changing retailing and like- 
wise giving it a greater opportunity. Re- 
tailing is today following in the footsteps 
of those illustrious pathfinders of  effi- 
ciency, and therein lies the future. Giving 
the public a better store, better selection, 
a better service, at a price with a profit, 
at a cost that has all waste eliminated. 
That retailer who, year in and year out, 
says to the public that there are twenty 
ounces to his pound and two dollars’ 
worth for your dollar is rapidly coming 
under the suspicion of the public. You 
can tell, by the even more and more ex- 
travagant claims of that type of retailing, 
in their publicity that there is evidence of 
what is certainly unsound and must even- 
tually go the way of all unsound things.” 


E. B. Heller Speaks on “Welding the 
Weakest Link” 


A need ot better organization and co- 
operation in the granting of credit was 
voiced by E. B. Heller, president of the 
National Credit Men’s Association, in his 
talk, “Welding the Weakest Link.” The 
leading thought in his talk is contained in 
his statement: “The weakest link is where 
the merchant, bookkeeper or credit man- 
ager does not extend credit in an intelli- 
gent manner. I do not charge that these 
men are not intelligent, but they do not 
always use their intelligence in extending 
credit, and the weakest link in credit 
granting is the lack of organization and 
cooperation. 

“Today credit is extended in an entirely 
different manner than in former years. In 
the old days credit was granted to men 
of big affairs only—property owners, 
merchants and professional men—and the 
merchant was personally acquainted with 
nine out of ten who applied for a charge 
account. Now the wage and salary earners 
have become major factors in seeking 
credit, and the credit manager does not 
know one in ten or even one in a hundred 
personally. This new condition has made 
organization and cooperation imperative.” 
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The Man Behind the Counter 


T seems a long time 

since I wrapped up 

nails and measured 
screen wire behind the 
old hardware counter, but the memory of my feelings 
as a “clerk” are still vivid. I clearly remember when I 
felt that the boss was a tyrant, and that I was the most 
abused person on earth. I remember also the time I 
applied for my first raise, and that same boss proved to 
me that I wasn’t actually worth what he was paying be- 
cause I didn’t know my job. 

It hurt, but the lesson sunk in. For a year thereafter 
I studied. I studied the hardware catalogs from cover 
to cover, and read the trade papers forward and back- 
ward. ‘Then that self same old tyrant called me into 
the office, told me I was “coming on fine” and voluntarily 
raised my wages. Somehow I’ve had a little different 
slant on myself and on the boss since that time, and I’m 
wondering if a lot of other fellows who work hard and 
honestly believe they are underpaid, have really acquired 
the knowledge that would make them worth more to 
themselves and the store. 

x * * * * x 


A few weeks ago I wrote an editorial on the value 
of a salesman as an investment. I figured that if his 
salary was $3000, it represented interest on $50,000. 
Naturally I didn’t mean that $3000 was the average pay 
of hardware clerks. I only took that amount because 
it made easy figuring. ‘The principle is the same if the 
salary is only $1000 or $2000. Whatever the salary is 
it represents the interest on a good, big sum of money. 
Did you ever figure out how much money at 6 per cent 
the boss could hire for what he pays your Did you ever 
realize how much could be accomplished for that sum? 

If you have, you know something of your respon- 
sibility, your worth if you make good, and your import- 
ance in the plan of merchandising. You also know 
what a liability you can be if you don’t know your job 
and use your knowledge. 

Some of my friends behind the counter read that 
editorial, and wrote to me about it. Some of them were 
a little confused about the amount of salary, but they 
had something to say and they said it. I am going to 
let you read a part of two such letters, but I can’t tell 


you their names or addresses for obvious reasons. One 
goes as follows: 
“Your $3,000 or $50,000 editorial was good. Would 


it be amiss for a salesman to write on this condition as 
he sees it in stores carrying $50,000 stocks or less in 
towns of 8000 inhabitants or smaller ? 

“Stores of this class are perhaps in the majority, and 
in them the salesman who gets $2,000 is as scarce as 
the proprietor who could borrow $50,000 for use in his 
business. 

“In this rank of stores most salesmen who get $2,000 
can go no farther unless they get out of the retail sales- 
man class; as manager of their own or some one else’s 
store, or into the wholesale or specialty fields. 

“Most hardware store managers or owners make an 
indifferent effort at training their salesmen. If a sales- 
man has ability enough to educate himself he doesn’t 
stay a retail salesman long. 


The Other Fellow’s Viewpoint— 
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“This may not be the 
case in the larger stores, 
but I believe most retail 
salesmen have found that 
if a man gets to be worth more than $2,000 his employer 
does not feel he can raise the ante and so loses him. 

“Only a small per cent of the few hardware dealers 
who attend conventions ever take the pains to bring 
back anything helpful to their salesmen. 

‘How many employers ever take their salesmen with 
them to visit other stores, or to a convention, even when 
held close to home? 

“The manager of the store in which I work took me 
with him to a convention last fall. I learned things at 
that convention, from the speakers, the other dealers 
and the stores we visited while there, that have resulted 
in direct sales, the profits on which are enough to pay 
both our expenses for the trip. Employers who will do 
this are scarce. 

“A great many salesmen must be like a two edged 
sword. They must fight on one side to make a profit 
for their employers, and then again to get their share of 
it. This dulls both edges. Many owners never give a 
raise to a salesman unless actually forced to do so. 
Many firms also figure a delivery man is worth just so 
much, a handy man so much, a salesman so much, etc. 
Perhaps that delivery man through his pleasing per- 
sonality and painstaking attention to business is worth 
more to the firm than some of the salesmen who are get- 
ting more money. Under this system the firm never gets 
100 per cent out of any of its men. These are often 
the ones who moan about inefficient help and no profits 
in the hardware business.” 


That letter represents an honest opinion at least. 
Nevertheless my advice to him is to learn all he can, 
get as efficient as possible. If after that his employer 
doesn’t recognize his value, some one else will. 

i ke 


Another writes as follows: 


“Your ‘Trade Winds’ editorial in the Jan. 20 issue of 
HARDWARE AGE is very interesting, but to me a hard- 
ware store clerk, the question arises how many merchants 
are paying their clerks $2,500 or $3,000 a year salary? 
I’m sure the amount would not be very large. What 
salaries are paid to clerks in other cities I do not know, 
but from observation, I’m sure there are no such salaries 
paid by the hardware merchants of this city. That 
to me is the merchant’s first problem: pay better salaries, 
and then follow the suggestions of your editorial. For 
a well paid clerk can give his entire thought and atten- 
tion to the business, not having to -worry how he is to 
meet his living obligations which is the condition of the 
meager salaried clerk.” 


There’s a lot of truth in that letter also. But isn’t 
it true that a lot of meager salaried clerks owe their 
poor salaries to a lack of knowledge’? Sure, they work 
hard enough, but day labor is always poorly paid. 

I’m doing my best to awaken merchants to the value 
of properly training and paying their men. Your’ job 
is to back me up by making yourselves worth more. 


_ Think it over. 


—The Man Behind the Counter. 
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Turn Chicken-Feed into Profits 


Keep the window and store displays up to 
scratch and you will realize sales returns to 
crow about. 


By Charles P. Catlin 


States to enable every one in this country to eat 
an egg every other day; and there would still be 
several million left over. To eat all the eggs produced 
here annually and to finish them this year eleven men 
would have had to start their meal twenty centuries 
3. C. and eat an egg a minute every day and every night. 
The poultry industry of this great nation is dev elop- 
ing so rapidly that it is difficult to keep pace with its 
growth. The farmers have awakened to the fact that 
big profits are to be made from eggs and poultry. Get 
your share of these profits. Make the hens lay eggs of 
gold for your cash register. 
Vast sums of money are being spent annually for 
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modern poultry-raising equipment. These 
purchases cover everything from lumber and 
hardware for the chicken house to incuba- & 


tors, brooders and the china nest egg. 
Cater to the hen and her boy friend and she 
will lay for you. 

Every year American hens lay enough eggs to pay 
the cost of two Panama canals. 

Poultry today is our fifth biggest farm line and it 
will continue to grow. 

There are about three-quarters of a billion chickens 
and nearly two billion dozens of eggs produced yearly. 
The consumption of poultry products has grown almost 
beyond conception since 1900. The average American 
family consumes yearly about thirty fowls and seventy- 
five to eighty dozen eggs. 

These figures will give you some idea of what the 
hen and her boy friend are doing to help Mr. and Mrs. 
Farmer enjoy the comforts and luxuries of life. An 





egg a day from every hen keeps hard times away trom 
farming men. 

The farm publications, both national and local, are 
doing wonderful educational work, helping the farmers 
to develop the industry to the highest degree of efficiency 
and teaching the value of using scientific methods and 
modern equipment. 

This offers an unusual opportunity to aggressive 
dealers to hatch out extra dollars for their cash register 
by using their windows as a sales-producing incubator 
by featuring and displaying now the goods poultry 
raisers need to carry on profitably. 

The merchant who keeps his windows well dressed has 
no trouble in keeping his family well dressed. ‘To keep 
your business healthy dress your windows seasonably 


by displaying in them timely, unified lines. Now is the 


time to feature items that will appeal to poultry raisers. 
Remember what the old negro said: “Chickens is de 
most usefullest birds dey is; deys good before dey are 
born and dey is good after dey is daid.” Meet the re- 
quirements of those in your vicinity who realize this 
fact and you will have sales to crow over. 
Here is a list of items that make an attractive window 
display and produce good results: Incubators, brooders, 
incubator lamps, incubator thermometers, drinking 
fountains, chicken feeders, dry mash hoppers, feed 
measures, chicken feed, markers’ legbands, chicken 
fence, poultry netting, wire stretchers, poultry netting 
staples, feed grinders, scales, hammiers, nails, screws, 
hooks, hasps and staples, padlocks, door (thumb) latches, 
door pulls, T and strap hinges, grit and shell boxes, egg 
(boxes) fillers, egg cases, feeding troughs, egg- gathering 
baskets, chicken sticking knives, caponizing tools. 
In addition, feature and display .22 rifles and car- 
tridges to kill off rats, skunks and other pests that 
destroy eggs and young chicks. You may have many 
other items that are particularly adapted for the poultry 
Nv, raiser in your locality. Show them, too. Then you will 
soon lay a lot of gold .and silver nest eggs 

SS in your ai register and have something to 
feel cocky about in the way of increased 
sales and profits. 
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What They Say About the World Wide Buying Number 


I have just finished looking over your Feb. 
3 issue of Harpware AGE with the new roto- 
gravure section. This isa wonderful issue of your 
magazine and I want to congratulate you on it. 
I am sure that it will be a great help to the hard- 
ware dealers of this country and will assist them 
materially in improving their merchandising 
methods. Dan ScoaTEs, Secretary 
Texas Hardware and Implement Association. 


After looking over the World Wide Number 
of HARDWARE AGE, we regret that we did not 
take a page advertisement in same, but will have 
to do better next time. {RVING BALLARD, 


The Coburn Trolley Track Mfg. Co. 


The writer has just finished looking over the 
World Wide Buying Number of the HARDWARE 
AGE, and wishes to compliment you on the splen- 
did issue, especially the rotogravure section. This 
is a long step forward for any trade magazine and 
the writer is glad to see that the HARDWARE 
AGE has been the first in the hardware field to 
make it. The composition and arrangement of 
illustrations into the various departments of 
hardware makes it very interesting and attractive. 

Your editorial under the heading of “Trade 
Winds” is a very clear and concise arrange- 
ment of the reasons for chain store progress, 
and methods by which the hardware merchant 
can combat them and build up his own business. 

F. B. HiIncHMAN, 
John Russell Cutlery Company. 


Congratulations to your organization for fine, 
dominating, outstanding, well arranged and 
printed export issue. Bigger and better than 
Saturday Evening Post. Tom CARROLL, 

E. C. Atkins & Company. 


I simply must commend yourself and associates 
on the Feb. 3 issue of HARDWARE AGE. 
The “Rotogravure” section is a fine idea and 


that combined with your general color scheme 
lends added tone to this issue. 

I can readily see that HARDWARE AGE has hit 
the nail on the head when it has made the best 
methods of displaying hardware one of its para- 
mount ideas in every issue. The ideas that can 
be gained from your Rotogravure section should 
certainly be of great assistance to not only hard- 
ware store owners and managers but clerks as 
well. LinFrorp C. WuirTeE, President, 

“The Nutmeggers.” 


Art, literature and buying opportunity—nicely 
combined to interest the readers profitably. 
You should get a thrill out of an issue like 
this. J. H. DICKBRADER, 
Washington, Mo. 


This of course being your annual World Wide 
Buying Number, there would be expected an un- 
usual issue, but certainly you have surpassed 
even this anticipation by the unusual display 
method in the rotogravure section. In observ- 
ing the average individual when they purchase, 
for example, the New Work Times, to what 
section do they invariably turn first? The pic- 
torial—and this idea located in the center of 
HarpWArRE AGE will certainly aid reader inter- 
est. C. B. Sterrey, Manager of Sales, 

The Pittsburgh Shovel Company. 


The writer looked over carefully your Harp- 
WARE AcE World Wide Buying Number, and 
we compliment you on the exceptionally fine issue. 

The article which had to do with advising the 
dealer how to meet chain store competition was 
particularly noted. It was exceptionally well 
written and ought to help many dealers. 

This issue of your paper is quite the best issue 
of HARpWARE AGE which we have ever seen. 

Again we compliment you. 

Harry B. Curtis, Treasurer, 
The Bridgeport Hardware Mfg. Corp. 
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Old Chair Sells $1,000 Worth of Paint Yearly 


Beaver, Pa., is a town of 5,000 population within the suburban 
delivery limits of Pittsburgh, but H. B. Fisher is building more 
paint business in spite of many handicaps. 


HERE H. B. Fisher Hardware Co., of Beaver, 
W::. sold a dollars’ worth of paint twelve months 
ago, he now-sells two dollars’ worth. In three 
years’ time, he developed a paint business of $6,000 and 
a gross hardware business of $30,000, and this in a town 


of 5000 population within the limits of suburban delivery 


when they will not stand up to his requirements he 
refuses to recommend them. “I expect my customers 
to insist that my paint measures up fully, and [| insist 
of the manufacturer that it measure up.” 

His third selling method is the usual advertising copy 
in the weekly paper. Summing it up himself, the glossy 





out of the city of Pitts- 
burgh. To make matters 
worse, he had taken over 
a once-prosperous store 
that had run down and 
down — almost out — and 
its stock of paints was 
hopelessly unsalable. To 
make matters still worse, 
there are three other stores 
that sell paint and a local 
factory along a street car 


line. Furthermore, great 
city department store 
trucks pass’ through 


Beaver daily. 

How he is pulling this 
lively volume of sales out 
of the teeth of solidly es- 
tablished competition 
might be summed up in 
his voluntary remark— 
“There is nothing in the 
store that I can sell better 
than paint,’ and the man- 
ner in which he fingered 
this can and that indicated 
that he LIKED to sell 
paints. An illustration of 
this fact is an old chair 
warped out of shape, its 
bottom split and the back 
tilted out of plumb. It 
sits out in front 365 days 
in the year, exposed to the 
worst rigors of Beaver 
freezes, 








Five Ways to Decorate a Chair 





Above a two colo? treatment is 
shown. Back spokes, turnings and 
rockers ave painted one color, whit 
the seat, legs and curved back frame 
are painted another. Chinese red 
and gray or blue and buff would be 
good colors for this arrangement. 

To the right is another treatment. 
Curved back, edge of seat, rounds 
and turnings are painted with the 
darker tone, while seat, spokes, legs 
and rockers partake of the lighter 
shade. This treatment would work 
out well in medium blue and light 
yellow, lettuce green and cream or 
black and orange. 


A simple Windsor rocking char, 
a handsome addt- 


. here are infinite 


fainted vridly, is 
fron 10 any Team 
colors from whih to select attractive 
combinations, and literally dozens of 
methods of using them to enhance 
lines and features of the chaw. The 
five sketches on this page show a few 
of the treatments that are possible 


for a given piece of furniture. 





At the left is another striking treat- 
ment. Spokes, rounds, legs and rock- 
ers, are painted the darker tone, while 
the curved frame, seat and turnings 
are painted a light color. At the right 
the curved frame, seat and legs are 
painted the dark tone, While the 
spokes, round and rockers are light 
Good color scheme; for either of these 
treatments are black and medium 
blue, black and pale yellow, blue- 
green and buff, or deep lavendar gray 
and light green. 








One of the most striking treat 
ments is shown above. 1f a combina 
tron of orange and gray were used, 
the three center back spokes would 
be painted orange, as would the seat, 
center spoke and side of the rockers, 
while the other spokes, curved 
frame, edge of seat, legs and sidr 
round would be painted light gray 
Other good color schemes for this 
treatment would be deep rose and 
light blue, two shades of green or 
blue, and blue and wory. This lat- 
ter scheme would particularly sutt 
a chair designed for bedroom use. 











—ZJilustration from the 


thaws and sweltering mid-summer days, and 


Save the 


vantage.~ 
the lines 


Surface Magazine 


‘These 





paint on chair “and auto- 
mobiles, and the advertis- 
ing make paint his leader. 
Fine wood - working and 
machine tools in a case to 
the right of the front en- 
trance and similar stock 
all the way back to. the 
busy paint shelves in the 
extreme left-hand section 
at the rear give promise 
that paint is selling hard- 
ware encouragingly—$2,- 
000 worth a month in the 
face of city department 
store competition, and that 
of other local stores, aside 
from that of three other 
nearby towns, each larger 
than Beaver. 

The coming spring bids 
fair to be his best. In the 
meantime the old chair in 
new dress will do its full 
duty in keeping paint out 
in front. His cars, the ap- 
pearance of his own build- 
ings, and their surround- 
ings will be tireless dem- 
onstrators, and the grow- 
ing number of satisfied 
customers will help him 
do the rest. 

The accompanying illus- 
tration shows five’ ways 
to decorate a chair to ad- 


are only a few of the many ways that 








sells $1,000 worth of paint to people who had not bought 
his paint previously—S1,000 of new business a year from 
an old split-bottom kitchen chair that demonstrates two 
things— first, the advantage in using a good article of 
paint, and, second, what a tasty handiwork can accom- 
plish in preserving the appearance of surfaces. Of 
course, at this minute the gloss on that old chair, with 
a cake of ice in its dished seat, makes every householder 
stop, wonder and go inside and inquire. He calls it 
his silent salesman. His truck and his touring cars are 
similar salesmen. Leading the way through the ware- 
room, he said: “I painted that car a year and a half ago. 
The body is covered with so-and-so, and the fenders 
with % 





—.” He believes emphatically in showing 


exactly, what the goods he offers for sale will do, and 


and features of the chair may be enhanced. 

In some instances the spokes, turnings and rounds 
are painted one color while the seat, legs and curved back 
are done in another. In other cases the arrangement is 
reversed, making a wide variety of color combinations 
to cheose from. Some good combinations are: Chinese 
red and gray, blue and buff, medium blue and light 
yellow, lettuce green and cream, black and orange, deep 
rose and light blue, two shades of green or blue, blue and 
ivory, black and medium blue, black and pale yellow. 
blue, green and buff, deep lavender gray and light green. 
Care should be exercised in the selection of colors in 
view of the place the chair is to occupy in the home, as, 
for instance, the quiet pastel shades of lavender would 
lend themselves to use on chairs for the bedroom. 
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“A Practical Story on Retail Advertising” 


By Carl V. Haecker 


in his address before business, decreases overhead, and makes goods cheaper.” 


RESIDENT COOLIDGE 
P::. American Association of Advertising Agencies, Advertising can be traced back to the time of Shakes- 
_ said: “Advertising is the life of trade, and that too peare, and even in the Good Book we find illustration 
often we are inclined to place too low an estimate on after illustration of good, sound, ethical, honest adver- 


Advertising.” 

Arthur Brisbane, the great 
American writer of the day, in 
an address before the Advertis- 
ing Club of Los Angeles, made 
this statement: ‘Advertising is 
a public benefactor ; advertising 
Is a great economy, increases 


_  tising, and as it was an important factor then, 
so is it just as important now or even more so. 

Advertising has a purpose. ‘That purpose is 
to sell. Its purpose may be to sell an idea, to 
sell merchandise or to sell service. It may 
sell any one of these or all. The sale may be 
made directly through orders received from the 
reader of the advertisement or indirectly by 
creating a demand for the advertised article by 
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1 Buillera Hardware you choose ie important. Whether you are 
hurting *# an investment, for , renial, Or as a permanent home for 
yourselé, you will get the greatest profit and satisfaction from careful 
selection. ‘Lhe right kind gives an impression that establishes at once the 
value of your house 
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informing and impressing the reader so that 
when in need of any article of the same nature 
he will remember the article as it was adver- 
tised and make his purchase accordingly. 

Retail advertising is intended to influence 
trade within a given area or immediate locality 
of the advertiser and may be done through the 
newspaper or street cars and is often supple- 
mented by circulars or direct mail letters. 

We must always bear in mind that the adver- 
tisement’s purpose is to make a sale and to make 
the sale in whatever branch of advertising it 





Carl V. Haecker may be; to produce results the advertisement 
must be seen, read, understood and believed. 
& 
SOUTH GENESER StREET 7 In a recent survey, study and 





Frank Tr on Ha “a imones o72en4373 1 analysis of retail hardware 
QUALITY_seev ard are Co. stores, and by careful observa- 
_ 1a a ee tion of the results of our own 
gens . OUR LAWN AND GARDEN advertising we discovered the 
G = ——= | following facts, which were 
remedied and have helped to 
bring us gratifying results, and 
can be applied to any retail sell- 
ing. As stated before, these 
conclusions are practical, have 
been tested and tried and are 
sound in so far as retail adver- 
tising is concerned. 

There were cases where great 
sums of money had been spent 
and are still being spent on 
some forms of advertising that 
fail to bring the desired results. 
Upon investigation it was dis- 
covered that in every case the 
advertiser had failed to analyze 
the conditions. There are fac- 
tors that must be considered, 
namely, the community,territory, 
size, people, population, wealth, 
peculiarities, prejudices, circu- 
lation of the newspaper and the 
efficiency of distribution of di- 
rect mail advertising. 

Upon further observation 
and analysis it was found that 




















the advertising had been tricky, 
OED coneemenne uncanny, misleading and often 
R SHOW WINDOWs dishonest. There was a lack of 
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advertising character, ability, 
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truthfulness and weight so essential to effective, success- 
‘ful advertising. 

Often it was written with an air of egotism and no 
thought as to what the article would do for the pur- 
chaser. 

The retailer or advertiser was not sold on the idea 
himself and the advertisement read that way. He failed 
to realize that a good advertisement is a salesman, a 
super-salesman, in fact, for it is trying to sell thousands 
of people on the article, the idea or the service. 

There was no punch, no argument for the value of 
the goods and consequently no sales. 

Too often the lay-out, the copy and the detail was leit 
to the newspaper man, which eventually made the adver- 
tisement appear mechanical. True enough the news- 
paper man is an expert, but he has many, many ads to 
prepare each day and cannot study the merits of every 
article. It behooves the retailer to appoint someone in 
his own organization or allow himself enough time to 
prepare the advertisement for the goods he wishes to 
sell. 

And much too often the retailer does not realize that 
advertising is an asset and not a liability. He fails to 
realize that it is a vital fac- 
tor and department in the 
larger stores, and that it is the 
one medium that will lift the 
smaller store up and make 
it one of the big ones just as 
sure as fate. 


18 So. Geneess St. 






Frank Burke Hardware Co. 
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CANNING TIME AND HOT 
WEATHER SPECIALS 





There is a simple solution 
to the problem of retail ad- 
vertising so that it will serve 
its purpose for the retailer. 

He must know the people, 
the community, conditions | 
and wealth and then try to 
serve them, letting them know 
about his goods, his ideas and 
his service, for that is what 
they want to know. 

He must prepare the adver- 
tisement with a thought of 
the purchasing public in mind. 
He must sell the service that 
the article will perform for 
the purchaser. Sell ideals, 
feelings, respect, home life, 
comfort, happiness, economy, 
health and contentment. Lit- 
tle does the consumer care 
whether the article be cast 
iron or malleable, as long as it 
performs a service for him. 
Little does he care how his 
purchasing will be of help to 
the advertiser. He wants to 
know how it will benefit him- 
self. He is spending his 
money and he has a right to 
know what he may expect. 

The advertisement must 
be human, not mechanical. 











These ads and the ones on the 
opposite page are typical of 
those used by The Frank 
Burke Hardware Co., and em- 
body the principles of adver- 
tising as used by Carl Haecker, 
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This is best done by imagining you are talking to some- 
one, preferably someone you like real well, and then 
proceed to sell him on the article. Just talk to one man 
in your imagination and then prepare the copy the same 
way. Be practical; get away from technicalities and so 
much theory. 

The advertisement must be explicit. Using short, 
telegraphic sentences and eliminating superfluous words 
conveys the idea best. 

It must be seasonable; in fact, always a little ahead 
of the actual season, and then followed by strong copy 
through the entire season. 

The newest, best selling points must be outstanding. 
These are always available by reading other advertising 
literature, securing points from the salesmen and listen- 
ing to the floor sales person sell the article to a cus- 
tomer. Many good, strong points can be secured through 
consultation with the sales people. 


(Continued on page 84) 
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who prepared them. 
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A Window Display with a Real Idea Behind It 


I~ 


It took both grey matter and time to prepare a window display as attractive as this one, but it paid, not alone in the attention and 

comment it attracted from among sportsmen, but also in dollars and cents. F. E. Erstine, Stuttgart, Ark., who prepared the trim, 

reports that it helped him to enjoy an exceedingly successful year in ammunition and to increase his sales of other sporting 
equipment as well. It’s the idea that wins every time. 





Merchandising Methods Described in Advertising 


HAT to sell and how to sell it are two questions 
W. which the hardware merchant expects to find 
answers in his favorite trade paper—the first in the ad- 
vertising section and the second in the editorial columns, 
but a careful reading of HArpWARE AGE shows that 
really worth-while “how” information can be gleaned 
from some of its advertisements as well as its editorial 
articles. 

An advertiser who wishes to influence customers to 
buy knows that his case must be proven and that the 
buying jury bases its verdict on evidence—hence the wide 
use of testimonial advertising. ; 

The growing tendency of manufacturers to follow 
similar procedure in. trade paper advertising is illustrated 
hy at least one series of advertisements that appeared in 
HARDWARE AGE during 1926 and which will continue 
throughout 1927. 

In describing the merits of its product to hardware 
merchants, a large oil stove manufacturing concern pre- 


sents the evidence in its case in the form of a series of 
advertisements that actually are articles describing the 
merchandising methods of specific merchants who have 
profitably merchandised the stoves. 

In the 1926 series, such factors as house-to-house 
demonstrating of oil stoves in rural communities, placing 
stoves in homes on trial, the lending of stoves to women’s 
organizations, the departmentizing of stores, and a num- 
ber of others, which might well be considered by all mer- 
chants, were discussed in the light of actual experiences 
of named merchants. The series will continue during 
1927. Inthe March 10 issue this advertiser will tell of 
the experience of a dealer in an Ohio town of 1200 who 
had an attendance of 400 women at a demonstration of 
the stoves—a demonstration which resulted in 16 stove 
sales and the obtaining of a good list of prospects. 

Perhaps you can use the plan that proved so success- 
ful with this merchant. Watch for the ad, and others 
in the series. 

It pays to read advertising in HARDWARE AGE. 
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Nine Times the Sales with 62% Less Stock 


R. C. Kalthoff & Sons, of Halfway, Mich., 
reduce the stock of mixed paints carried from 
forty to twelve colors and send the sales 

curve ’way up | 


BOUT three years ago, when R. C. Kalthoff & 
A Sons purchased a hardware store at Halfway, 
Mich., the paint stock inventoried about $4,200 
and their predecessor's sales the previous year had beeen 
only $1,600. After a year under the new ownership 
the paint inventory had been cut to $2,700 and sales for 
the twelve month period increased to $3,800. Last year 
showed a still further decrease in stock carried to $1,600 
and sales reached a total of approximately $14,000. 
This very remarkable record, as far as the stock 
reduction is concerned, was accomplished by cutting the 
stock of mixed paints carried from 40 to 12 colors. The 
elimination was guided by a careful record kept of the 
colors which were popular and the slow movers were 
thrown out. The same methods were used in culling 
out the other items in the paint department and then the 
remaining stock on hand watched carefully with the re- 
sult that the stock investment was reduced by practically 
62 per cent while sales were multiplied nearly nine times. 
Kdgar M. Kalthoff the manager, gives credit for this 
increase in volume mainly to two sales’ stimulants which 
he has used from the first. One of these 1s seven large 
electrically lighted sign boards which he maintains 
scattered along the roads coming in to town. These 
boards, some of which are nearly 50 ft. long and stand 
15 ft. or more high, are each illuminated by 6 or 7 1400 
watt electric lamps at a cost of about $42 per board per 


 - 


Demonstration of paint being given in the 





year. While all of the boards carry paint advertise- 
ments during the spring of the year, some of them at 
other seasons are given over to the pushing ot other 
lines. All of the signs are freshly painted every three 
months (Mr. Kalthoff believes in using paint himself in 
order to sell it to the other fellow ) at a total cost of 
from $120 to $150. The ground upon which these signs 
are located is rented from the farmer owners at an 
annual rental per sign of about three gallons of outside 
paint. 

The other main factor in the store’s exceptional paint 
sales is a 3-day demonstration held each spring. Atten- 
tion is attracted to the paint department by having as a 
center piece in a paint window display a huge cake ot 
ice into which has been frozen varnished panels. On the 
last night of the demonstration this cake of ice is broken 
up and the panels plunged into hot water in an effort 
to prove to the crowd that sudden temperature changes 
will not effect merchandise of the quality sold at 
Kalthoff’s. Invitations to the demonstration and regis- 
tration cards are mailed to every one in the territory 
and last year over /O0O registered during the three days 
and 312 visited the store on the last night. ‘These 
registered names are used as a paint mailing list and 
followed up very closely with the result that Kalthoff 
sells an average of $2 worth of paint for each man, 
woman and child in Halfway. 
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store of R. C. Kalthoff & Sons, Halfway, Mich. 
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Coming Hardware Conventions 


AMERICAN HARDWARE MANUFACTUR- 
ERS ASSOCIATION AND SOUTHERN HARD- 
WARE JOBBERS ASSOCIATION, Memphis, 
Tenn., week of May 9, 1927. Hotel 
headquarters, New Peabody Hotel, 
Memphis. Charles F. Rockwell, secre- 
tary-treasurer, 342 Madison Avenue, 
New York City. 

ARKANSAS RETAIL HARDWARE ASSO- 
CIATION CONVENTION, Little Rock, May, 
1927. L. P. Biggs, secretary, Little 
Rock. 

HARDWARE ASSOCIATION OF THE CAR- 
OLINAS AND VIRGINIA RETAIL HARDWARE 
ASSOCIATION JOINT CONVENTION at Vir- 
ginia Beach, Va., June 7, 8, 9, 1927. 
Headquarters, Hotel Cavalier, Arthur 
R. Craig, secretary-treasurer, 804-806 
Commercial Bank Building, Charlotte, 
N. C. 

LOUISIANA HARDWARE AND IMPLE- 
MENT ASSOCIATION CONVENTION AND 
EXHIBITION, New Iberia, June 6, 7, 8, 
1927. S. H. Sale, secretary, Shreve- 
port, La. 

MISSISSIPPI RETAIL HARDWARE AND 
IMPLEMENT ASSOCIATION CONVENTION 
AND EXHIBITION, White House, Biloxi, 
June 13, 14, 15, 1927. Guy Nason, sec- 
retary, Columbus. 





MONTANA IMPLEMENT AND HARD- 
WARE ASSOCIATION CONVENTION, North- 
ern Hotel, Billings, Feb. 24, 25, 26, 
1927. A. C. Talmage, secretary-treas- 
urer, Bozeman. 

NATIONAL RETAIL HARDWARE ASSO- 
CIATION CONGRESS, Mackinac Island, 
Mich., June 27, 28, 29, 30, 1927. H. P. 
Sheets, secretary-treasurer, 130 E. 
Washington St., Indianapolis, Ind. 

NEW ENGLAND HARDWARE DEALERS 
ASSOCIATION CONVENTION AND EXHIBI- 
TION, Mechanics Building, Boston, Feb. 
22, 23, 24, 1927. George A. Fiel, sec- 
retary, 80 Federal Street, Boston 9, 
Mass. 

PANHANDLE HARDWARE AND IMPLE- 
MENT ASSOCIATION CONVENTION, Ama- 
rillo, Tex., some time in May, 1927, 
exact dates to be announced later. 
C. L. Thompson, secretary-treasurer, 
Canyon, Tex. 

SOUTHERN CALIFORNIA RETAIL HARD- 
WARE ASSOCIATION CONVENTION, Am- 
bassador Hotel, Los Angeles, Cal., Feb. 
22, 23, 24, 1927. H. L. Boyd, secretary- 
treasurer, 618 Helman Bank Building, 
Los Angeles, Cal. 

SOUTHERN HARDWARE JOBBERS ASSO- 
CIATION AND AMERICAN HARDWARE 





MANUFACTURERS ASSOCIATION, Mem- 
phis, Tenn., week of May 9, 1927. Ho- 
tel headquarters, New Peabody Hotel, 
Memphis. John Donnan, secretary- 
treasurer, Richmond, Va. 

SoUTH DAKOTA RETAIL HARDWARE 
ASSOCIATION CONVENTION, Coliseum, 
Sioux Falls, Feb. 22, 28, 24, 1927. 
Chas. H. Casey, manager-treasurer, 
Nicollet Avenue and 24th Street, Min- 
neapolis. 

SOUTHEASTERN RETAIL HARDWARE 
AND IMPLEMENT ASSOCIATION, com- 
posed of ALABAMA, FLORIDA, GEORGIA 
AND TENNESSEE CONVENTION AND Ex- 
HIBITION, Jacksonville, Fla., April 19, 
20, 21, 1927. Walter Harlan, secre- 
tary, 701 Grand Theater Building, At- 
lanta, Ga. 

TEXAS HARDWARE AND IMPLEMENT 
ASSOCIATION CONVENTION, Dallas, Jan. 
17, 18, 19, 1927. Dan Scoates, secre- 
tary, College Station. 

VIBGINIA RETAIL HARDWARE ASSO- 
CIATION will hold a joint convention 
with the Carolinas Association at Vir- 
ginia Beach, Va., June 7, 8, 9, 1927. 
Headquarters, Hotel Cavalier. Thomas 
B. Howell, secretary, 301 E. Grace 
Street, Richmond. , 





Fewer Workers Among Us 


Proportion of Gair-fully Employed Steadily Decreasing— 


Now 37.2 Per Cent 





I91O 


Of Each 70 Persons in the 
United States, 29 Were Gain- 
fully Employed in 1910 


A decline in the number of 
gainfully occupied persons in 
proportion to the total population 
in the United States occurred 
between 1910 and 1920, and a 
further decline from 1920 to 
1925, according to a study of 
occupational distribution of pop- 
ulation made by the National 
Industrial Conference Board, 
New York. Relatively larger 
school enrollment and _ college 
attendance and changes in immi- 
gration are among the chief 
factors accounting for the in- 


creased proportion of persons not gainfully occupied, according 


to the statistical analysis. 


Less than three out of every eight persons in the United States 
in 1925 were working for a living. The other five either were 
living on returns on investments, or were being supported by 


others or at public expense. 


Whereas the gainfully occupied 


in 1910 numbered 38,167,336 persons, or 41.5 per cent out of 
a total population of 91,972,266, there were 41,614,248 out of a 
total of 105,710,620, or 39.4 per cent, so occupied in 1920, But 
for 1925, the gainfully occupied are estimated at 42,910,000, 
constituting 37.2 per cent of the census—estimated total popula- 
tion of 115,378,000, as against 41.5 per cent in 1910. 


Other Countries Show Higher Proportions 


The 39.4 per cent gainfully occupied of the 1920 United States 
population compares with 56.6 per’ cent gainfully employed in 
Germany in the same year, 44 per cent in Great Britain and Ire- 
land, 53.3 per cent in France and 46.8 per cent in Italy. Of the 


more important industrial coun- 
tries in Europe, only the Nether- 
lands and Denmark, with 37.7 
per cent each, recorded a lower 
proportion of gainfully employed 
than the United States for 1920. 


Three of Each Ten in 
Manufacturing 


Of all gainfully occupied in 
1925, 29.9 per cent were in 
manufacturing and mechanical 
industries; 7.6 per cent in trans- 
portation; 2.7 per cent in min- 
ing, and 24.5 per cent in agri- 





1925 


Of Each 70 Persons in the 
United States, Only 26 Were 
Gainfully Employed in 1925 


culture. Non-industrial pursuits furnish a livelihood for the 
remaining 35.3 per cent of those employed, 10.7 per cent being 
in trade, 8.9 per cent in clerical work, 1.8 per cent in public 
service, including military and naval service, 5.5 per cent in pro- 
fessional service, and 8.4 per cent in domestic and personal service. 

Persons engaged in agriculture show a decided decrease, con- 
stituting 24.5 per cent of the gainfully occupied in 1925, against 
33.2 per cent in 1910, at the last pre-war census. Those in 
manufacturing and mechanical industries have increased only 
slightly, from 27.8 per cent in 1910 to 29.9 per cent in 1925; 
miners and transportation workers likewise show a slight rela- 
tive increase. Clerical workers nearly doubled their proportion, 
constituting 4.6 per cent in 1910 and 8.9 per cent in 1925. Those 
in trade, in public service and professional service have slightly 
increased in proportion to other groups of gainfully occupied, 
but a relative decline of 9.9 per cent to 8.4 per cent is estimated 
to have taken place in the proportion of domestic and personal 


servants. 
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Some Jobbers Weak Kneed Says Retailer 


Retailers being deprived, by jobbers, of business 
that is justly theirs. No wonder, he says, that 
special prices are given to certain groups 


Commenting on a recent editorial in HARDWARE AGE, 
Trenton M. Bridge of Kenton, Ohio, has this to say: 

“It is in behalf of the hardware retailers and in 
response to Llew Soule’s article on “The Menace of 
Special Prices,’ as published in the Dec. 23 issue of the 
HARDWARE AGE that I make the following comments. 

“Mr. Soule states that one of the reasons for inade- 
quate profits and high overhead costs in retail stores 
lies in the mistaken policy of special prices granted to 
certain groups of customers that are not entitled to them. 
In this special discount group are employees of banks, 
manufacturers, municipalities, etc. He goes on further 
to ask why the nature of a man’s employment or pro- 
fession should entitle him to special prices. We who 
are in the retail hardware business can answer guilty to 
his accusations almost 100 per cent I believe; but when 
he states that it is because a few weak kneed hardware 
men have fallen for smoothly worded arguments or 
threats to trade elsewhere that we have landed in such 
a disastrous pit of misfortune, we are unable to, answer 
cuilty any longer. 

“We readily agree that is very unsound business and 
if it were our fault as he states we could quickly help 
ourselves up to a higher plane of doing business. The 
retail hardware men have not shown themselves to 
be weak kneed in this matter. It is true that we have 
been giving special prices to certain class groups, how- 
ever, not because of weak knees but rather because of 
extra strong knees and a fighting spirit to retain busi- 
ness and customers that were justly ours and which has 
been and is being taken from us by illegitimate jobbers 
who would have us believe they are our friends. We 
have had some experience along this line which I am 
going to tell of and in so doing can readily show that the 
weak knees are not attached to the retail hardware 
men. 

“Only a short time ago one of our salesmen went to 
call upon a regular customer of ours, who had a small 
grocery and was needing paint for his home. While 
trying to sell him paint he noticed several lengths of 
galvanized pipe lying on the ground and knowing that 
we had not sold it he remarked, ‘Well John I see you 
have forgotten that we handle pipe and have been trad- 
ing with one of our competitors I presume.’ Our friend 
John replied that that was not the case, that he was 
buying canvas gloves from a hardware jobber in Ohio 
and was able to get his hardware needs from them at 
wholesale. He asked us our price on pipe and we told 
him, then asked him what he paid. Not being able to 
recall he got the invoice out and to our surprise he had 
bought the pipe from the same jobber from whom we 
buy our stock at exactly the same price we were paying, 
while we buy for resale purposes and this groceryman 
was buying for personal use. Could we sell a man 


with this kind a connection pipe at our regular price? 
We really would be fortunate if we were able to 


No! 


sell to cases of this kind at a 15 per cent mark up let 
alone forty or fifty, which we are justly entitled to. 

“This fall I tried to sell a case of shells to a garage 
mechanic at $17 per case and was unable to make the 
sale because he said he could purchase( through the garage 
man he worked for) from a wholesale house, at whole- 
sale. I checked this up later and know for a fact 
that he did get them for $15.50 per case. Our stock 
order for shells runs 20,000 and this same shell was 
costing us $15. 

‘Is it any wonder we give special discounts to cer- 
tain groups? Even at that, rarely a week goes by that 
we are not deprived of business that is justly ours 
These special discounts are given in an effort to make a 
meager profit in preference to no profit at all. I know 
it to be a fact that banks, telephone companies, manu- 
facturers, municipalities, etc., are able to purchase the 
bulk of their hardware items at wholesale from jobbers 
at the same price we ourselves have to pay. And fur- 
thermore a great many of them have salesmen calling 
on them and trying to get this business direct. 

“Some time ago I learned of a prominent hardware 
jobber who had sold at wholesale a bicycle to a jewelry 
man and a gas range to a candy and confectionery store. 
| was quite provoked over the matter and finally decided 
to write the president of the company and ask him for 
an explanation of his selling policy to retailers. I asked 
him if he would sell an auto tire to a groceryman. If 
he would sell lawn hose to a garage. If he would sell 
an electric washer to a dry goods merchant at whole- 
sale. I asked him a great many questions along this 
line. I received in a few days a very courteous reply 
of which the two following paragraphs will explain his 
sales policy. ‘In the first place this firm sells only to 
legitimate dealers and, as far as possible, prefers to sell 
to each dealer only the class of merchandise which they 
carry in stock. However, if one of our good customers 
in the hardware business wished to purchase furniture 
or some other item for his personal use we would cer- 
tainly grant him the privilege. And if a good grocer 
customer purchasing paper, twine, bags, etc., wishes to 
purchase an electric washer or some other item for his 
personal use, we would feel that we should extend him 
the courtesy. We cannot very well say to any of our 
customers that you can buy these few items and nothing 
else that we handle, but we do say that if a merchant 
purchases something from us for his personal use he is 
not to abuse the privilege and buy for his friends.’ 

“Can anyone who knows conditions as they are, really 
feel that the hardware retailer is weak kneed. I am 
sure they cannot, but know that anyone could justly say 
that some hardware jobbers are the ones with WEAK 
KNEES when they do not have enough backbone to 
refuse wholesale prices to those who are only buying for 
personal use and not making purchases for resale pur- 


poses.” 














56 


Harry D. Kaiser Again 
Heads Philadelphia’s 


Retail Association 
Elected for Eighth Term at Annual 
Election of Officers—James Rose 
Again Selected for Secretary 


On the evening of Feb. 10 the 
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big orders, but they are glad to put your 
name down. The cotton and rubber mar- 
kets are low, and there is a drop in gal- 
vanized sheets—all the big producers are 
cutting—we are not cotton or wool men, 
but the things we handle have some of 


these items in them.” 


_coming year and have already centered a | 


The Philly retailers plan to push their 
membership over the 300 mark during the 


drive on 50 selected prospects. 


Phila- 


delphia Retail Hardware Association held | 
a dinner and election of officers at Green’s | 


Hotel, President Harry D. Kaiser being 
reelected for his eighth term and C. Rich- 
ard Watson treasurer, also for his eighth 
term. The vice-presidents elected at the 
meeting are: Horace G. Goodwin, William 
k. Brown and William ©. Dobson. 

Secretary James M. Rose was reelected 
for a third term. 

A report was received at the meeting 





Kaiser 


Harry D. 


from a manufacturer, in response to an 
inquiry concerning its policy in replacing 
defective merchandise. The company stated 
that its policy is to examine each claim 
with the greatest of care, and that it is 
unwise, both for the retailers’ interest and 
its own, to grant fraudulently made claims ; 
also that this firm is putting pressure to 
bear on dealers who have proved them- 
selves to be too liberal in this respect. 

The members were of the opinion that 
they get more good out of local adver- 
tising in a large city like Philadelphia, 
which President Kaiser put at 99 per cent 
against 1 per cent out of national adver- 
tising. William F. Brown was appointed 
chairman of a committee to investigate 
the best method of cooperative advertising 
for the local dealers in hardware, house- 
furnishing and paints, also to interest the 
manufacturers and jobbers whose goods 
they are selling. 

Reports were made on price advances, 
and the question arose as to whether the 
advances were being made to stimulate 
business. Merchants in the outlying dis- 
tricts reported that they were figuring on 
considerable material in the building line, 
but N. C. Engle appeared to voice the 
sentiment of dealers in the central city 
section when he said: “This is just the 
very year I am buying in minimum quan- 
tities. They are all talking about buying 


{ rom 


Better Farm Equipment Week 
Feb. 28 to March 5 


The Second Annual Better Farm Equip- 
ment Week will be celebrated this year 
Feb. 28 to March 5, sponsored by 
the National Association of Farm Equip- 
ment Manufacturers, the industry's second 
ennual demonstration of its progress and 
fitness to serve the American farmer. 

In connection with Better Farm Equip- 


ment Week, the association has published 





a folder describing some practical ways 


_in which the dealer can tie up with this 


nation-wide occasion. Suggestive window 
displays, posters and other necessary equip- 
ment can be had from any of the manu- 


facturers identified with the National 
Association of Farm Equipment Manu- 
facturers. 


Canada to Collect Radio 
Listeners’ License Fees 


Advices from Ottawa state that the 


(anadian broadcast listeners who have not 


_be prosecuted. 


vet paid their receiving license fee will 
This measure has been sent 


to all radio inspectors from coast to coast, 





| 
j 
| 


and a survey is now on to find listeners 
who have been delinquent in procuring the 
annual license, which costs $1. 

According to the Radiotelegraph Act of 
Canada, passed in 1913, “no person shall 
establish any radiotelegraph station or in- 
stall or work any such apparatus in any 
place in Canada or on board any ship 
registered in Canada, except under and in 
accordance with a license granted in that 
behalf by the Minister.” ' 

The fiscal year for licenses is 
April 1 to March 31. 


from 


Capital Stock Increase for 


William L. Gilbert Clock Co. 


At a recent meeting of the board of 
directors of the William L. Gilbert Clock 
Co., held at the company’s offices in Win- 


sted, Conn., a resolution was passed in- 





creasing the capital stock of the concern 
from $300,000 to $600,000, ratifying a 
similar action taken by the stockholders at 
a meeting some time ago. 

The William L. Gilbert Clock Co. 
one of the oldest clock manufacturers in 
the country and is this year celebrating its 
120th anniversary, having been founded in 
1807. 

Officers for the ensuing vear elected at 
the meeting are N. F. Thompson, Jr., 
president; R. E. Thompson, vice-presi- 


is 


dent; C. E. Williams, secretary and gen- 
eral manager; and R. J. Leighton, treas- 
| urer. 


' 
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Twenty-Five Members 
at Brooklyn Hardware 
Association Meeting 


Nominating Committee Chairman 
Reports on Officers for Coming 
Year—Annual Meeting, 
March 9 


Twenty-five members of the Brooklyn 


_Hardware Association were present at the 


regular monthly meeting of that organiza- 
tion, held in the Johnston 
Thursday evening, Feb. 17. 


Building on 


H. R. L. Rohlfs, chairman of the nomi- 
nating committee, reported the selection 
of the following officers for the ensuing 


year: Henry A. Vogt, president; William 


| H. 





H. Gieseler, first vice-president; George 
Wachenfeld, second vice-president ; 
Robert Pearsall, 151 Macon Street, sec- 
retary, and Henry F. Bond, treasurer. 

A feature of the meeting was the glow- 
ing reports of the New York State Con- 
vention, given by H. A. Cornell, Fred 
Horn and Secretary Robert Pearsall. 

Secretary Pearsall also announced that 
the organization had renewed its lease 
for space in the Johnston Building for an- 
other year. 

Mr. Flamman, of the law firm of Bren- 
nan, Klamman & Simpson, New York, the 
association’s counsel, stressed the impor- 
tance of all members owning and _ insur- 
ing automobiles to report any and all 
accidents to the Motor Vehicle Bureau at 
Albany immediately, in order to save their 
licenses. 

Following the routine business, a gen- 
eral discussion took place. 

Secretary Pearsall announced that the 
next meeting of the association will be 
held on March 9, at which time the officers 
for the ensuing year will be installed. A 
banquet will also be a feature of the com- 
ing annual meeting. 


American Ammone Company 
in New Location 
The American Ammone Co., manufac- 


turer of Ammone Cleanser and Fyr-Pruf 
Stove Polish, New York City, has moved 


‘its offices from the Times Building to a 


new location at 60 Warren Street. 


White Mop Wringer Co. Moves 
Its New York Office 


The White Mop Wringer Co., manufac- 
turer of mop wringers and equipment, has 
established its New York office in a new 
location, 158 Chambers Street, where a 
complete line of the company’s products 


will be handled. 
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_Hamp Williams Elected Chair- 
man of Federal Reserve Board 


at Little Rock, Ark. 


Our good friend, Hamp Williams, of 
Hot Springs, Ark., has again been hon- 
ored, this time having been elected chair- 
man of the Federal Reserve Board at 
Little Rock, Ark. In commenting on the 
condition of the Little Rock Federal In- 
stitution in the Hot Springs Sentinel- 
Record, Mr. Williams says in part: 

“While it was true that a low price was 
received for cotton, the loans granted by 
the Little Rock branch of the St. Louis 
Federal Reserve Bank showed a great de- 
crease and proved that the smaller banks 
were ‘paying up’ and more than taking 
care of their obligations. 

“There are millions of dollars in the 
banks,” said Mr. Williams, “and there is 
no danger of anything happening to cause 
the least alarm, but there are many, many 
persons who are living beyond their in- 
come. 

“There is nothing the individual citizen 
can do that will be of more direct benefit 
to him than to take a pencil and paper 
and make a serious and honest study of 
himself or herself, and ascertain whether 
or not he or she is living beyond their 
income. Possibly there are some of us 
who are stepping beyond our incomes, and 
I believe the pencil and paper method, 
combined with a serious personal study, 
will get better results for many an indi- 
vidual.” 





W. H. Warren Resigns Manage- 
ment of Southwest Hardware Co. 


W. H. Warren, manager of the South- 
west Hardware Co., of Los Angeles, since 
its organization, and known as one of the 
ablest of the wholesale executives that 
have been developed in the western hard- 
ware trade, has resigned, effective Jan. 1, 
1927, and will at that time sever his con- 
nection with the company. 

Before his connection with the South- 
west Hardware Co., Mr. Warren was a 
member of the sales organization of the 
Pacific Hardware & Steel Co., in the 
southern. part of California, and is well 
known in the trade. Some ten years ago 
the Southwest organization was formed 
among merchants in the territory, and its 
conduct and progress have been under Mr. 
Warren’s direction. 

No announcement has been made re- 
garding Mr. Warren’s future plans, or 
with reference to his successor. 

J. M. H. Thayer, formerly of the firm 
of Thayer & Bower, manufacturers’ 
agents, Los Angeles, Cal., has been ap- 
pointed general manager of the Southwest 
Hardware Co., Los Angeles, to succeed 
Mr. Warren. . 





Oren A. Thompson Buys Lee 
Store at Norwich, N. Y. 


Oren A. Thompson, for twelve years a 
member of the Reynolds, Thompson & 
Robinson Hardware Co., Norwich, N. Y., 
has purchased the hardware business of 
David F. Lee in Cortland, N. Y., assum- 
ing possession on Feb. 15. 
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Baltimore Retailers Association Holds Seventh 


Annual 


About seventy-five hardware men, la- 
dies and guests were in attendance at the 
Seventh Anniversary Banquet of the Bal- 
timore Retail Hardware Association, held 
on Tuesday evening, Jan. 25, at the South- 
ern Hotel in that city. 

President Ernest Johannesen presided as 
toastmaster. The guests of honor, who 
were seated at the guest table included 
C. W. Asbury, chairman of the National 
Hardware Council; Richard T. Baden, 
president of the Hardware Manufacturers 





Banquet 


and Jobbers Club of Baltimore; Benjamin 
F. Woelper, Jr., postmaster of Baltimore; 
and George J. Clautice, executive secre- 
tary of the Baltimore Association of Com- 
merce. 

All in all, it was considered a very suc- 
cessful affair. Thomas C. Worthington, 
III, well known magician, furnished a 
pleasing program of entertainment, which 
was wound up with dancing, music being 
furnished by Kilian’s Orchestra. An eight- 
course dinner preceded the entertainment. 


| 


‘ Sag | 
> 7, 37° v 


of « 





Group of those present at the seventh anniversary banquet of the Baltimore Retail 
Hardware Association at Southern Hotel, Baltimore, on January 25 











The business will hereafter be con- 
ducted under the firm name of The 
Thompson & Son Hardware Store, at the 
same address. Raymond C. Thompson, 
son of Mr. Thompson, will be associated 
with his father in the business. 


Frank I. Clark to Spend Two 
Months Visiting in the West 


Announcement has been made by Iver 
Johnson’s Arms and Cycle Works, Fitch- 
burg, Mass., that Frank I. Clark, sales 
manager, will spend the next two months 
visiting jobbers in the western part of the 
United States who handle the firm’s line 
of manufactured products. 


Group Meeting of American 
Management Association 


The American Management Association, 
an organization comprising executives of 
leading business and industrial concerns 
throughout the United States, opened the 
first of a four-day winter session on Feb. 
15 at the Hotel Pennsylvania, New York 
City. About 350 members were regis- 
tered at the first session and at least 500 
were present at later sessions. 

Speakers at the first day’s session in- 
cluded Donaldson Brown, vice-president 
of the General Motors Corporation; R. B. 
Flershem, vice-president and general sales 
manager of the American Radiator Co., 
and Joseph H. Barber, of the Walworth 
Company. 





Sporting Goods Production Rises 
to Value of $42,000,000 


According to the Department of Com- 
merce Census of Manufacturers, establish- 
ments engaged primarily in the manufac- 
ture of sporting goods and athletic equip- 
ment, exclusive of firearms and ammuni- 
tion, have reported a 1925 production 
valued at $40,037,207, with miscellaneous 
products valued at $2,500,000 more. This 
was a 7.5 per cent production increase 
over 1923, the previous census year. 


——— 


Jas. A. Gaffney Co., Inc., to 
Move Into New Office March I 


The Jas. A. Gaffney Co., Inc., hard- 
ware and hardware specialties, 35 Warren 
Street, New York City, announces the 
opening of a new office and salesroom on 
March 1 at 156 Chambers Street. 

This firm has outgrown its present head- 
quarters at 35 Warren Street, and the new 
office and saleroom occupies an entire floor 
at the Chambers Street address. 


Bemis & Call Company 
Appoints Frank G. Kall 


The Bemis & Call Co., Springfield, 
Mass., announces the appointment of 
Frank G. Kall as salesman for its line 


of wrenches in the mill supply and hard- 
ware trade of New England, New York 
and Pennsylvania. 

Mr. Kall has a ten vears’ experience in 
the trade through this territory. 
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William Spalding Dies 


For Many Years Prominent in the 
Wholesale Cutlery and Sporting 
Goods Trade in New York 


Dies at Syracuse 


William Spalding, a well-known figure 
in the wholesale cutlery and_ sporting 
goods trade, died at his home in Syracuse, 
N. Y., on Feb. 11, following an illness 
of pneumonia, lasting one week. He was 
71 years of age. 

For many years he and his brother con- 
ducted the Phoenix Cutlery Works at 
Phoenix, N. Y., selling his product through 
his retail and wholesale establishment in 
Syracuse. 

Later he added sporting goods, and at 
the time of his death Mr. Spalding was 
a vital factor in that trade throughout 
central and northern New York. His re- 
tail store was one of the finest in the East. 
A three-story building, remodeled in 1924, 
houses his several enterprises, which are 
operated under the firm name of William 
Spalding & Co., Inc. 

Mr. Spalding’s early hardware training 


was received in the wholesale establish- | 


ment of Kennedy, Spalding & Co., Syra- 
cuse, N. Y., which firm is now extinct. 
His widow survives him. 





Hardware Mayor of Manchester 
Talks via Radiophone 


Arthur E. Moreau, the hardware mayor 
of Manchester, N. H., talked with Lon- 
don, England, via radiophone on Saturday 
morning, Jan. 22, according to advices 
we have just received. 

Mr. Moreau was the first New Eng- 
lander, outside of Boston, to talk by radio- 
phone with London, and he communicated 
with Alanson B. Houghton, United States 
Ambassador to England, to whom he con- 
veyed a message which was in turn re- 
layed to the Lord Mayor of Manchester, 
England. 





Fine Program Is Planned for 
Manhattan-Bronx Party 


Feb. 28 will be one of those gala nights 
for hardware men in New York. On that 
date the Manhattan and Bronx Hardware 
Association will hold its dinner-dance and 
entertainment at the Cornish Arms Hotel, 
311 West Twenty-third Street, New York 
City. President Edward Ferguson has 
turned over the management of this party 
to the very able G. Duncan MacLeod, 
which, as every local hardware man 
knows, is “nuff sed.” 





L. D. Bement Will Address 
Hardware Boosters Feb. 26 


L. D. Bement, president, John Russell 
Cutlery Co., Turners Falls, Mass., will be 
the guest and speaker of the New York 
Hardware Boosters, Feb. 26, at the Hard- 
ware Club, 253 Broadway, New York 
City. Mr. Bement will talk on his ob- 
servations and experience with “Glorified 


Peddlers.” 
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R. W. Lindsay Elected to Board 
of Pratt & Lambert, Inc. 


At a recent meeting of the board of 
directors of Pratt & Lambert, Inc., manu- 
facturer of varnish, enamel and lacquer, 
Buffalo, N. Y., R. W. Lindsay, the gen- 
eral sales manager, was elected a member 
of the company’s board of directors. 





R. W. Lindsay 


Mr. Lindsay has been connected with 
the Pratt & Lambert organization for 
more than eighteen years. In December, 
1908, following his graduation from 
Massachusetts Institute of Technology, he 
came to Buffalo as chief chemist for the 
concern. His work in the laboratories 
brought him into close contact with tech- 
nical sales problems and important cus- 
tomers of the company, which After a few 
years led to his promotion as manager of 
industrial sales. 

Four years later he was appointed gen- 
eral sales manager, and on Nov. 4, 1926, 
he was made assistant treasurer, which 
position he retains in addition to that of 
general sales manager. 





Irving Hardware Co. ‘Issues 


Red Book Price Sheet 


The Irving Hardware Co., Inc., 14 War- 
ren Street, New York City, has issued a 
price sheet that applies to all articles 
shown in Red Book No. 25, published by 
the Joseph F. McCoy Co., and will be 
sent to interested dealers upon request. 





George H. Burgess Dies 


George H. Burgess, for thirty years 
identified with the Boston Woven Hose 
& Rubber Co., Cambridge, Mass., and for 


_ several years its treasurer and a director, 


died Wednesday morning, Feb. 16, his 
home in Brookline, Mass., where he lived 
with a sister, Miss Caroline H. Burgess. 
Mr. Burgess was a native of Dighton, 
Mass., the son of George H. and Emma 
Josephine (Cobb) Burgess. 

He was a member of the Boston City 
Club and the Chestnut Hill Golf Club. 
There are two surviving brothers, Harri- 
son G. Burgess of West Newton, Mass., 
and Charles S. Burgess, of Grafton, Mass. 
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Enters Jobbing Field 


Campbell Hardware Co., Seattle, 
Wash., Makes Important An- 
youncement—To Erect 
New Building 


The Campbell Hardware Co., Seattle, 
Wash., it is announced, has entered the 
jobbing field as distributor, specializing in 
fine tools. A site has been acquired upon 
which a new and modern building will be 
erected shortly. 

The firm was established in 1890 and 
has been a well known factor in the retail 
trade on Puget Sound for over 35 years. 

John Campbell is a man who commands 
wide respect and has a large circle of 
friends in the business and civic com- 
munity and is a former officer of the Pa- 
cific Northwest Hardware and Implement 
Association. His son, Horace Campbell, 
has been associated in the business for 
several years past. 

The site of the new building is under- 
stood to be on Westlake Avenue in the 
upper industrial and business district of 
Seattle, and construction on a thoroughly 
modern and fireproof building will be 
started shortly, according to Mr. Camp- 
bell, so that the company will be better 
able to handle its fast growing trade and 
enter its new field of activity. The firm 
will continue to specialize on tools, marine 
hardware and shop supplies. 





Southern Jobbers—American 


Manufacturers to Meet at 
-Memphis May 10-13 


Charles F. Rockwell, secretary-treas- 
urer of the American Hardware Manu- 
facturers’ Association, 342 Madison Ave- 
nue, New York City, has announced that 
the 1927 annual joint convention of the 





Charles F. Rockwell 
now “back on job” and well 


Southern Hardware Jobbers’ Association 
and the American Hardware Manufac- 
turers’ Association will be held at Mem- 
phis, Tenn., from May 10 to 13, inclusive. 

Headquarters for both associations will 
be at the Hotel Peabody, Memphis. 
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Hold Tite Lite Has 
Variety of Uses 


Known to the trade as the Hold Tite 
Lite, and designed as the light of a thou- 
sand uses, the Dallmer Manufacturing Co., 
1873 Putnam Avenue, Brooklyn, N. Y., 
has recently brought out a very efficient 
and attractive trouble lamp, available in 





two styles, No. B39, for battery current, 
and No. D39, for house current. 

It is attached by pressing the two 
vacuum cups that will hold on any glass 
or non-porous wood, marble or metal sur- 
face, there being a saving in the time of 
attachment by this method. It does away 
with drilling holes or marring any kind 
of the best woodwork. 

A switch is conveniently attached on 
the side, and the light itself is nickel- 
plated on the outside and inside. An ex- 
tra clip is also furnished so that it may 
be clamped to hold on a cardboard or any 
porous material. ? 


New Electric Lawn Mower 
and Edge Trimmer 


A new electric combination lawn mower 
and edge trimmer, known as “Lawn Vac,” 
has been placed on the market recently by 
the Electric Vacuum Lawn Mower Co., 
248 West Fremont Street, Stockton, Cal. 
It is designed, the manufacturer states, to 
meet the requirements of the discriminating 





owner who takes pride in his home’s ap- 
pearance. It is sold complete with mower, 
motor equipment and grass catcher. When 
cutting, this machine by a vacuum process 
deposits all of the cut grass, as well as 


leaves, etc. into a specially designed 
catcher, thus leaving a smooth, clean 
lawn. According to the producer, “Lawn 


Vac” is to the hand mower as the modern 
vacuum cleaner is to the carpet sweeper, 
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and “Lawn Vac’s” operation is said to be 
similar to that of the vacuum cleaner. 

Other features claimed for this ma- 
chine are that it is durable, that it has a 
specially built electric motor, which op- 
erates the cutting and vacuum parts, and 
that a cord attached to any convenient 
lighting socket supplies the energy. 

It can be started and stopped at the will 
of the operator by means of a small switch 
conveniently located on the handle. 

This machine does a superior cutting job 
and at the same time lifts into its catcher 
all cut grass, loose leaves, etc. Its speci- 
fications follow: 

“Width of cut, 16 in. and 18% in., (two 
sizes). Height of cut, form 0 to 3 in. 
Adjustment of cut made by wheels. 
Wheels 8 in. in diameter. Motor, 4 and 
1/3 hp., Universal, 120 volts. Drive, 
endless V belt. Bearings, Hyatt roller. 
Cutting members, oil-tempered crucible 
steel. Bed plate, raised lip, specially heat- 
treated tool steel. Reel creates vacuum 
and does cutting. Catcher enclosed. 
Switch, trigger type, on handle. Cord, 100 
feet, rubber-covered non-kinkable. Ship- 
ping weight, 58 Ibs. and 85 Ibs. 





Deluxe Model Taylor-Tot 
Has Stroller Arrangement 


The Frank F. Taylor Co., Norwood, 
Cincinnati, Ohio, has brought out a new 
baby walker, with stroller arrangement, 


the latter an ingenious affair which can 
be attached or removed in a few minutes’ 





time and which, according to the company, 
affords an ideal baby stroller in which to 
take the child on its daily jaunt. 

A rigid pushing handle gives positive 
control over curbs, up and down stairs, 
and in steering, while the foot carriage 
prevents the child from dragging his feet, 
and saves shoes and the annoyance of 
many stops, necessary in keeping the feet 
on any less effective type of support. The 
new De Luxe model is fully described in 
the new Taylor catalog recently issued, 
which also contains the juvenile products 
that have been added to the Taylor line. 

This catalog will be sent to dealers who 
request it. 





59 
New Marvel Wire Cloth Display- 


Service Rack 


The outstanding features of the New 
Improved Marvel Display and Service 
rack for wire cloth recently brought out 
by the Marvel Rack Manufacturing Co., 
125 West Grant Street, Minneapolis, 


Minn., and being distributed through the 
Masback Hardware Company, 80-84 War- 
ren Street, New York, are the hook-up 
for the 


devices on the stands improved 





automatic. measuring device, wind-up and 
cutting devices. This equipment has been 
greatly improved, and when leaving the 
factory are assembled, ready to put on 
the stands. 


An added feature is the wind back 
crank, which is shown on the straight 
right upright. This crank fits over a 


square pin which turns the core on which 
the roll of wire cloth is’ placed. The 
weight of the roll of wire cloth and the 
tension of the brake shoe lever causes the 
wire to cling to the core, and turn the 
rolls of wire cloth when winding back 
the loose end. 

The stand throughout has been im- 
proved, using the best of materials suit- 
able for the purpose. The split rollers 
are perfectly clear hardwood, natural fin- 
ish, and oiled. The rotary cutters are 
tempered tool steel, of the best quality. 
We know these stands to be absolutely 
perfect from a standpoint of service, sys- 
tem, and display, with first class workman- 
ship, materials and construction and op- 
eration throughout. They are finished in 
aluminum with black lettering. The 
stands take a floor space of 1 ft. 6 in. 
wide by 4 ft. 3 in. long, 6 ft. 4 in. to top 
rolls. Shipping weight, 220 Ibs. 


L. & I. J. White Co., Inc. 
Issues New Catalog 


The L. & I. J. White Co., Inc., manu- 
facturer of edge tools, machine knives 
and saws, Buffalo, N. Y., is distributing 
to the trade a new catalog, fully illus- 
trative and descriptive of its line of car- 
penters’ edge tools, machine knives and 
hand and mill saws. Many faithful repro- 
ductions of the firm’s manufactured prod- 
ucts are shown in the new catalog. 

It is printed on high quality paper, con- 
tains 32 pages, with attractive blue covers, 
and should make a valuable addition to 
the hardware merchant’s reference library. 














Blackhawk Water Pump 
for Essex Cars 


The Blackhawk Manufacturing Co., 
manufacturer of circulating water pumps, 
steel socket 


Milwaukee, Wis., has brought out 


| 
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Chaco Boiler Liquid 
The Chamberlain Co., Pittsburgh, Pa., 


1s marketing what has been designated to 


wrenches and tool grinders, | 
a 


Blackhawk water pump, designed exclu- | 


sively for use on Essex Motor Cars, It 
its of the turbine type. 

The turbine head design is efficient, and 
the construction throughout is rugged and 





trouble-proof with 4-blade semi-inclosed 
bronze impeller; 5¢-inch cold rolled steel 
shaft with flange pulley, which prevents 
the belt from running off. It is equipped 
with metallic packing, and oilless bushing 
requires practically no attention. 

Easily attached to front motor support 
plate by means of three clamp screws. No 
holes to drill. Instruction card packed 
with each pump. Location of pump is 
ideal, as it in no way interferes with 
ready motor adjustments and does not 
have to be disturbed for motor repairs. 
Weight in carton, 10 pounds 3 ounces; 
case of six, 64 pounds. Individually packed 
in neat stout carton—six to case. 





Lacquer-Well Spray for 
Brushing Lacquers 


The Lacquer-Well Spray Co., 2014 East 
105th Street, Cleveland, Ohio, is market- 
ing the Lacquer-Well Spray, a device for 
use in the home and shop for applying 
numerous makes of brushing lacquers now 
on the market. 

It consists of a tank with a hand pump 
attached which supplies the pressure nec- 





essary to do the spraying. The nozzle 
is adjustable, so that any liquid placed in 
the tank can be forced out in either a 
fine solid stream or adjusted to a very fine 
mist. The pump is made from seamless 
steel tubing and is fitted with removable 
ball type check valve. 


the trade as Chaco Boiler Liquid, a scien- 
tific compound for use in repairing leaks 
in steam boilers and hot water systems 
and any defects which may occur in new 
installations. 


According to the manufacturer, the ac- | 


tion of this new liquid is certain and uni- 
form as when the liquid is carried into the | 





leak by the water in which it is dissolved | 
it hardens as soon as it comes into con- | 


tact with the outside air, forming a 
permanent mend, which the manufacturer 
states grows harder the longer it remains. 

It is also an effective solvent of boiler 
scale and its use is therefore beneficial to 
the system treated, either to prevent the 
formation of destructive scale or its re- 
moval when present. 

Other features are that it is economi- 
cal, effective, handy and gives permanent 
results. 


Burgan Announces New Type 
Valve Spring Lifter 


The Burgan Corporation, manufacturer 


of shop equipment tools, 9 South Clinton 





| tion of the valve stem keys. 





Street, Chicago, Ill, is offering to the 
trade the Burgan “Unit” Valve Spring 
Lifter, designed to lift the valve springs 
of any and all L-T-V-shaped motors with- 
out the usual and expensive complement 
of special lifting tools for various types 
of motors. 

It is of sturdy construction, being 
stamped from heavy cold rolled steel with 





heat-treated chisel-like jaws. The tool 
itself is polished nickel-plate, which per- 
mits of it being easy to locate in dark 
shops and easy to clean. 

The “Unit” Valve Lifter will lay length- 
wise the block of a V-shaped motor in 
which position the side-constructed and 
adjustable jaws permit of easy manipula- 
It is reversi- 
ble in every type of motor and the jaws 
lift parallel. 


Western Cartridge Co. Providing 
Non-Corrosive Priming 


The Western Cartridge Co., East Alton, 
Ill., announces that its 22-short and long 
rifle carriages will, in the future, be sup- 
plied with non-corrosive priming. 

Specific advantages are claimed by the 
manufacturer for its new product in 
cleanliness of rifle bore, consequent elimi- 
nation of the necessity of rifle cleaning 


_and longer life for the gun, due to the 





| 
| 
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Clipper Belt Lacer Co. Has 
New Speed Clipper Lacer 


The Clipper Belt Lacer Co., Grand 
Rapids, Mich., has recently placed on the 
market a new Speed Lacer, a_ special 
feature of which is that both ends of an 
8-inch belt can be laced with the device 
in one and a half minutes, according to 
the manufacturer. 

A three-quarter turn of the crank and 
the jaws of this new machine force a row 





of hooks cleanly and uniformly into an 
8-inch belt. A pressure of 45,900 pounds 
on the belt is developed by an entirely 
new principle, embedding the hooks in 
perfect alignment, flush with the surface, 
which, it is claimed, will prolong the life 
of the joint and reduce the wear on pul- 
leys to a minimum. 


New Play-Boy Coaster 


The Alliance Toy & Specialty Co., 
Alliance, Ohio, is marketing the Play- 
Boy Coaster, the outstanding feature of 
which is the steering knuckle arrangement 
on the front axle, which, according to the 
manufacturer, makes it practically im- 
possible to upset the coaster even when a 
grown man jumps up and down on either 
of the front corners. 





attractively 


is 
finished in a red and yellow color scheme. 
The wheels are equipped with rubber tires. 
A neat hand brake on the left rear wheel 
adequately cares for all braking require- 
ments. 


The Play-Boy coaster 


Wood Shovel & Tool Company 
Issues New Catalog C 


The Wood Shovel & Tool Co., Piqua, 
Ohio, has announced the publication of its 
Catalog C, containing descriptions, illus- 
trations and specifications of the various 
types of shovels, scoops, spades and drain- 


elimination of rust, pitting and corrosion. | age tools manufactured by the company. 
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Congress Fails to Act on Numerous Important Bills— 
Measure Barring Pistols from the Mails Signed 


By L. W. Moffett 


(Washington Bureau of HARDWARE AGE) 


would require but little further legislative action has aroused the criti- 


‘ik failure of Congress to act upon important measures whose passage 


cism of President John W. O'Leary of the Chamber of Commerce of 


the United States. 


Mr. ©’Leary points out that in Congress there are 


measures of importance which require only pro-forma action to be passed, 
and that there remains time for decision upon each one of these measures in 


accordance with its merits. 
He then fires the following shot: 


“It is perfectly apparent, however, that efforts are being made to have 
final decision upon measures of great public importance determined by con- 
siderations wholly unrelated to the nature of the measures. Trading is going 
on and bargains are being made without regard to merits.” 


Mr. O’Leary declares that it is the posi- 
tion of the Chamber of Commerce that 
legislation should be passed or defeated 
according to its merit or lack of merit, 
and for that reason protests against the 
so-called trading and bargaining of which 
he speaks. 

One measure which the Chamber spe- 
cifically supports and wants enacted into 
law at the present session is the McFad- 
den-Pepper Bill, which would enlarge the 
powers of National banks and extend the 
charters of Federal Reserve banks. Un- 
related legislation, Mr. O'Leary says, 
should not be used for the defeat of this 
bill. It remains only for the Senate to 
act upon this bill, so that it can be quickly 
placed on the statutes. 

The short session of Congress now 
about to end is characteristic of its prede- 
cessors in that it has seen a great deal 
of dawdling. When the present session 
was opened in December there was a 
great deal of talk about the big legisla- 
tive program that would be enacted, and 
at that time it was stated in these col- 
umns that the major’ work of the session 
would be the passage of appropriation 
bills. That statement holds true, and will 
continue to hold true. It is to be kept in 
mind that the country is on the eve of 
a Presidential election, and that members 
of Congress, no matter what their politi- 
cal persuasion, are chary about engaging 
in legislative work that may have ticklish 
points which they think may affect the 
destiny of themselves or their parties. 


—— —— - 


Mailing of pistols, revolvers and other 
firearms capable of being concealed on 
the person will be prohibited from the 
mails as a result of a bill recently passed 
by Congress and signed by President 
Coolidge. It will become effective ninety 
days from Feb. 8, the day on which the 
measure was signed by the President. It 
represents an effort to put down banditry 
and robbery. The bill was introduced 


originally on Dec. 9, 1925, by Representa- 
tive J. F. Miller of Washington. 


It had 








not succeeded in getting passed until the 
present session, however. The bill pro- 
vides that these weapons are non-mailable, 
and shall not be deposited in or carried 
by the mails or delivered by any post- 
master or carrier or other person in the 
postal service. Inasmuch as cities and 
States have laws preventing the sale of 
these weapons, except through permits, 
the legislation cooperates directly with 
their work. The Miller law provides a 
fine of $1,000 or imprisonment of not more 
than two years, or both, for its violation. 
The weapons, of course, may be mailed to 
authorities, such as members of State 
militia, police officers of the states, em- 
ployees of the postal service, officers of 
the army and navy, etc., and also to manu- 
facturers of firearms or dealers in con- 
nection with customary trade shipments 
from one to the other, under such rules 
and regulations as the postmaster may 
prescribe. Representative Miller told 
HARDWARE AGE that by making it more 
difficult to get the weapons covered by 
the bill he hopes it will assist in efforts 
of the cities, the states and the nation 
in reducing banditry. He said that he 
realizes there still is an avenue for ship- 
ment of these arms by express or freight, 
and he hopes to cover these points through 
legislation at the next session of Congress. 
He pointed out that the Post Office De- 
partment, mail order houses, Magistrate 
McAdoo of New York, Jerry Wellington 
Hull, secretary of the Civilian Arms 
Commission of Detroit, and other impor- 
tant sources were helpful in getting his 
bill through Congress. 


For the first time since it was estab- 
lished and had a quorum present, the Fed- 
eral Trade Commission in January did 
not issue a single complaint. This is taken 
to be significant of the more sympathetic 
attitude of the Commission toward busi- 
ness, and is construed as being strictly in 
accord with the purpose of President 
Coolidge not to unnecessarily disturb busi- 





ness. The Commission, as it is now con- 
stituted, is made up of Coolidge appointees, 
except as to one member, J. F. Nugent, 
Democrat. The number of complaints 
issued has been declining ever since the 
new régime has been in charge of the 
Commission, and is attributed partly to 
the system of procedure which it has in- 
stituted. One of the outstanding features 
concerns so-called trade practice submit- 
tals. Under this plan members ot the 
different industries are called together for 
conference regarding alleged violations of 
the Federal Trade Commission Act, such 
as unfair methods of competition, and thus 
an opportunity is given to settle the mat- 
ter without issuing complaints to be fol- 
lowed by expensive and long drawn out 
hearings.” Instead, stipulations are entered 
into by which the industries agree to dis- 
continue the practice which was the sub- 
ject of complaint. Indicative of the de- 
creasing number of complaints, the record 
of the Commission shows that the number 
pending on Feb. 1, 1926, was 184, while 
on Feb. 1, 1927, it was 139. 


The National Committee on Metals 
Utilization, Department of Commerce, is 
planning to call a conference for March 
23 in Washington on the simplification of 
the packing of bolts and nuts. The Bolt, 
Nut and Rivet Manufacturers’ Associa- 
tion, through its committee on standard 
packing, has submitted proposals for re- 
ducing the number of sizes of containers 
now used in handling, packing and ship- 
ping bolts and nuts. The survey of the 
current practice was started in 1924, and 
the first proposed reductions in the vari- 
ety of sizes and dimensions was published 
in detail in HARDWARE Ace. It has been 
stated by Chairman Ralph Plumb, of the 
Standardization Committee which conduct- 
ed the survey, that “these lists have been 
prepared after a careful study of orders 
received, and are the result of six dif- 
ferent methods of approaching this sub- 
ject. While the quantities noted on these 
lists are, in a number of instances, a radi- 
cal reduction from the general packing 
list now in use by the industry, the com- 
mittee is of the opinion that this reduc- 
tion in quantity and weight per case will 
not increase packing costs, but, on the 
other hand, will decrease same as it moves 
a large number of sizes from the mixed 
case list and its expensive packing, to the 
straight case list and its lower costs.” 
It is estimated that 1,250,000 tons of steel 
are converted annually into bolts, nuts and 
rivets, and that under the program there 
will result economies for distributers and 
users, as well as producers. 
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What the Ultimate Consumer Thinks About the 
Manufacturer and His Advertising 


VERY advertiser, every advertising man, knows 
me—-r wants to. I am the average member of the 
buying public. I get a regular salary, and I spend the 
major part of it just as regularly. I have occasional 
twinges as I part with a quarter of it for rent and 
another quarter as a monthly payment on a car, but I 
am nevertheless convinced that, although it costs a good 
deal to live, it is probably worth it. I read the news- 
papers, and an occasional magazine. I turn the pages 
uncritically, responsive to suggestions. 

As I read the advertisements, I see that many manu- 
facturers are proud of their factories, and are anxious 
to arouse my enthusiasm by pictures of the massive 
plant, and citations of the enormous totals of floor 
space. Other advertisers point out with filial pride that 
their grandfathers were wise and far-seeing men when 
they established the factory in 1849. 

But the ancestor worship and the architectural pref- 
erences of these advertisers somehow leave me cold. 
It is a big factory. But does that mean that I should 
buy its product? They were fine men; but do I owe 
them anything ? 

I read that the shoes that you are advertising are 
waterproof. Interesting, if true. But your competitor 
tells me that his shoes will keep my feet dry. That 
means more to me. I feel the tingle of desire. 





Some day I am going to buy a motor-boat. I read 
motor-boat advertising in preference to Octavus Roy 
Cohen or Steven Leacock. One advertiser told me that 
his motor was powerful, reliable and not expensive to 
maintain. Another told me that his boat (picture and 
dimensions given) went from Portland to Vancouver 
in so many days’ running time, and at no cost for repairs. 
I am already imagining that trip. 

When I read even the most convincing advertisement, 
I do not throw down my book, reach for my hat and dash 
to the store to purchase the advertised article. But at 
least, I should be made to want to do that. 

If I buy a talking machine, I will buy it because some 
one describes the pleasures of music in the home so 
effectively that I feel I must have it. I won't buy 
on the basis of the good looks of the instrument, the 
prestige of the firm, or the universality of its trade- 
mark. 

I may be a selfish sort of individual, but the standard 
by which I measure everything you offer to me is: 
“What is there in it for me?’ If you can prove that 
I will profit by the transaction, I am “sold” in heart and 
mind, and as soon as I can get the purchase price to- 
gether you will find my name on your list of customers. 


—Rosert W. Jones in Western Advertising. 





Sec’y Jardine Says Farm Improvement Is Definite, But Not Uniform 


ie 1926 there was definite although not uniform im- 
provement in agricultural conditions. Good returns 
were earned by live stock raisers, dairymen and winter 
wheat growers writes W. M. Jardine, Secretary of 
Agriculture, in the Annual Business Survey published 
recently by the New York Evening Post. Mr. Jardine 
continued in part: 

‘A better balance was reached between hog production 
and corn production. On the other hand, returns from 
such important cash crops as cotton, fruit and spring 
wheat were low. The decline in the price of cotton, if 
recovery does not come quickly, may reduce the income 
of the cotton growers $500,000,000 below that of last 
year, when they received approximately $1,500,000,000. 
There was distress in parts of the spring wheat States, 
where yields were reduced by drought. Spring wheat, 
and in fact all crops, suffered seriously in much of South 
Dakota and Central North Dakota. 

Some branches of agriculture, particularly the live 
stock industries, made satisfactory progress. The range 
cattle industry, after four years of depression, moved 
into a stronger position with all data indicating a heavy 
curtailment in supplies of beef cattle. Swine producers 
obtained considerably higher average prices than in 1925. 
The sheep industry continued to prosper. Dairymen 
were encouraged by a favorable spread between milk and 
feed prices. Butter prices showed less strength than 
whole milk prices but the dairy industry as a whole re- 
mained a bright spot in the farming situation. 

Our farmers are increasing their individual efficiency. 
Census figures show that American agriculture produced 
more in 1924 than in 1919, on fewer acres and with 


less labor. What is needed is a commensurate gain in 
group efficiency through organization, so that production 
and marketing can be brought under some degree of con- 
trol. Otherwise the effect of increasing efficiency on 
the farm will be to depress prices whenever costs of pro- 
duction are reduced. 





More Than Half Billion Lamps in 1926 


ELL over a half billion incandescent lamps, in- 

cluding 315 million “large” lamps and about 205 
million miniature lamps, were sold in the United States 
in 1926. These quantities represent the greatest annual 
increase in the history of the lamp industry during its 
almost half century of existence, says John Liston of 
the General Electric Company in a review of the elec- 
trical industry. The increases over 1925 sales amounted 
to 12% per cent in the case of the large lamps and 5 
per cent in the case of the miniature ones, for automo- 
biles, flashlights, etc. In addition, the present prices of 
incandescent lamps are the lowest in the history of the 
industry, the list prices of the large Mazda lamps hav- 
ing been reduced an average of 2% per cent on Feb. 1, 
and an average of 4 per cent on Sept. 1. 

“It is estimated that, throughout the remainder of the 
world, the number of large lamps used is about equal to 
the quantity used in this country, and that the total of 
miniature lamps is about one-quarter the number used 
here,” says Mr. Liston. “Thus the present annual sales 
of all kinds of incandescent lamps throughout the world 
would aggregate about 900 million lamps.” 
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TIPS ON TELEPHONE SELLING 


AVE a specific purpose well in mind before 
taking down the receiver. Call between 9.00 
and 11.00 A.M., 1.00 and 3.00 P. M. 


Start with a cheerful greeting ons ee on 
Give your name and the name of the firm. ow on 


State your case clearly and as briefly as possible, mak- 
ing every word count. re oH ow on 


If call is inopportune, withdraw gracefully and quickly 
without attempting to make a sale. ow ow 


Keep records of calls and results. cvs ow on 


Never let any one attempt to sell over the ‘phone un- 
less he or she is thoroughly familiar with stock, prices, 
deliveries, etc., and has a pleasant voice. cw ons 


HELLO,MRS BROWN THIS 1S BuHI’s WE WOLD. BE GLAD TO Re RATE gar = I PRACT 
. ONE OF 
TM GLAD my SHIPMENTS HARDWARE $ pod WAVE JUST HOME OH= ‘YOU SAY You NEED A s0Lo Ase ob ot I CLeaueRs 
SEE,NOW- THINK RECEIVED A FEW HIGH GRADE VACUUM = acu CLEANER~ AND WILL DROP er A eon E 
CLEANERS AND I THOUGHT ED CALL ito 7 THIS MORNING - NERVE utes 
INTO THE STORE ‘THIS MO 
wee THANK YOU! pe 'NVEN TION 
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Spring Lines Show More Activity 
—Current Business Improves— 
Prices Assume Firmer Tone 


LTHOUGH current hardware business in most sections of the 

country continues quiet, a decided impetus has been noted in 
staple lines during the past week, according to reports from the 
various market centers. Retailers brought up their stocks with fill- 
in orders upon completion of inventories during the latter part of 
January and the better tone of current business is taken to mean 
that evidently their stocks have become depleted. 

An exceedingly brisk demand for spring goods for future de- 
liveries is reported and according to jobbers’ salesmen retailers are 
buying with confidence in anticipation of a spring and early sum- 
mer business of satisfactory proportions. 

Improvement has been noted in credits and collections. No price 
changes of major importance have been announced. Prices, in fact, 


have taken on a firmer tone. 





Bookings of Steel Increase 
in Pittsburgh District 


In the Pittsburgh steel district, hesi- 
tancy on the part of the consumers of 
steel has not entirely disappeared, but 1s 
less marked as the season of greater con- 
sumption approaches and the need of sup- 
plies becomes more pressing. 

The volume of business is plainly larger 
this week than it was last week, which, 
in turn, showed measurable improvement 
over the week before. It has taken price 


concessions to start business upward from | 


its reaction over the last four months of 
last year, but there is at least partial com- 
pensation for the lower returns in the fact 
that ingot production in this and near-by 


districts has risen from a rate of 70 per | 


cent, or a little less, to about 77 per cent 
of capacity, which must have brought some 
lowering of costs. 


All products have not shared alike in| 


the betterment in business. Sheets are 
still rather slow, and it is evident, in view 
of continued price competition in wire 
products, that the recent formal reduction 
of $2 per ton has not greatly increased 
mill obligations. Seldom has there been 
a greater demand for large-diameter pipe 
than there has been over the past few 
weeks, and it continues, as the past week 
has brought out one new inquiry for more 
than 400 miles of 20 and 22-in sizes. 
Steel bars, both merchant and for fur- 
ther processing, are doing much better 
than they did last month in point of book- 
ings and shipments. Plates feel the larger 
volume of railroad car orders and also 
the heavy ordering of large line pipe. 
Local business in structural steel is light, 
but local mills share in the building con- 











| 
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| 





struction activity of other parts of the 
country. 

Prices are no firmer than they have 
been, but at least have reached levels where 
even the manufacturers in greatest need 
of orders hesitate long about going lower. 
That wire nails are selling $1 a ton below 
the recently announced schedule is hardly 
evidence of fresh weakness, as they were 
selling at $2.50, base, per keg, Pittsburgh, 
when $2.55 was announced as the price. 
There are some distributors who usually 
have a preferential price. 

The pig iron market has been showing 
some resistance to pressure for lower 
prices, a large inquiry for basic iron from 
eastern Ohio failing to bring oyt a lower 
price than $18, Valley furnace. 





Trade Shows Improvement in 
Cleveland District 


Sales by retailers have picked up recent- 
ly and probably are about normal for 
this season of the year. Spring seasonal 
lines are showing more life, as retailers 
who deferred buying until about the last 
minute are placing orders. Incubators and 
pruning shears are among the active sea- 
sonal lines. Dealers are showing little 
interest in lines of fall and winter mer- 
chandise on which prices have been an- 
nounced. Retailers are buying sparingly 
of staple merchandise and keeping their 
stocks fairly low. 

The most important price changes are 
$2 a ton reductions on all wire products 
except woven wire fence and on cotton 
gloves. 

Collections have 
what. 


slowed down some- 














Sheet-Metal Ware Shows 
Increase for 1926 


December shipments of galvanized sheet- 
metal ware, as reported to the Depart- 
ment of Commerce by 12 concerns com- 
prising a large proportion of the indus- 
try, were 123,381 dozens, valued at $479,- 
876, as compared with 119,841 dozens, 
valued at $534,066, in November. 

For the year the shipments aggregated 
1,945,164 dozens, valued at $7,950,683. Of 
these totals, pails and tubs accounted for 
1,425,672 dozens and a value of $5,010,939. 
Other items amounted to 519,492 dozens, 
valued at $2,939,744. Production slightly 
exceeded shipments. 


January Exports Show 
Twenty-two Million 
Dollar Increase 


January exports from the United States 
were $419,000,000 and imports were $359,- 
000,000, leaving a favorable trade balance 
of $60,000,000. 

The figures for January, 1926, as given 
out by the Commerce Department, were 
$396,836,000 in exports and $416,752,000 
in imports, which brought about an un- 
favorable trade balance for the month of 
$19,916,000. 

The gold movement for January was 
strongly in favor of the United States, 
imports being $61,962,000 and exports 
$14,890,000. In January, 1926, exports 
of gold were $3,087,000 and imports were 
$19,351,000. 

Silver exports during January were 
$7,388,000, against $9,763,000 in January, 
1926, while silver imports were $5,401,000, 
against $5,763,000. 


Bureau of Chemistry An- 
nounces Card on Turpentine 
and Rosin 


In connection with its work of enforc- 
ing the Federal Naval Stores Act, the Bu- 
reau of Chemistry of the United States 
Department of Agriculture has published 
a card containing information of value to 
manufacturers and dealers, and consumers 
as well, of turpentine and rosin. 

The card is printed in such form that it 
may be hung in a convenient place for 
ready reference. Anyone desiring copies 
of this card may obtain them by address- 
ing a request to the Naval Stores Investi- 
gations, Bureau of Chemistry, U. S. De- 
partment of Agriculture, Washington, 
ew 
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Weather Has Somewhat Checked Movement 
of Hardware in New England Territory 


(Boston office of HARDWARE AGE) 


weather conditions generally somewhat checked the move- 


\ LTHOUGH pleasant days were experienced the past week, 


ment of hardware out of retail and jobbing establishments. 
Days suggestive of spring would create a public desire to do the 
many things about the home, store and shop contemplated all win- 


ter. 


Then would come snows or rain with attending slippery going 


and slush and that spring feeling experienced by the public evapo- 


rated into thin air. 


Automobile dealers say that every snow storm 


at this time of the year puts their business back just one week. 
That statement possibly cannot be applied to the hardware trade 
because hardware and most of the other things sold by the hardware 


merchant are still more of a necessity than is the automobile. 


Re- 


gardless of snows, each day brings us nearer to the period of real 


spring buying by the public. 


Most New England retail dealers have prepared, at least in a 


measure, for this spring trade. 


Stocks have been rounded out fair- 


ly well where standard merchandise is concerned and much of the 
activity through jobbing channels can be associated with the more 


standard hardware lines. 


There is still a general disposition among 


retail dealers to defer buying of futures, yet jobbers again report 


progress in rounding up orders in some lines at least. 


Collections, 


according to jobbers, are a little slower than they were a week ago, 
but the general credit situation is sound in the hardware field as is 
attested by the comparatively small number of failures month after 
month. General sentiment in New England hardware circles is 
optimistic although conservatively so. 


AUTOMOBILES (TOY).—The activity 
in toy automobiles, noted earlier in the 
year, seems to have subsided. Evident- 
ly all retail dealers who intended to 
cover their spring requirements early 
have done so. 


We quote from Boston jobbers’ 
stocks 

pumemante. —Toy, Dodg .50 
each net: Ace, $5.20; Velic, $7.10; 
Hupp, $8. 80; Hudson, $3. ~ Wills Ste. 
Claire, $11. 40: Nash, 55; Jewett, 
$14.21; Overland, $14.67;  Stuis, $13.26; 
Oakland, $20.55; Packard, 928. 05: 
Paige sport, $34.39; Fire Captain, 
$7.26; Hook and ladder, $9.75; dump 
and auto tow, 1.12. 


BARBED WIRE.—More bookings of 
barbed wire are reported by the job- 
bing trade here. Forward business to 
date, however, is somewhat less than 
it was a year ago. 


We quote from Boston jobbers’ 
stocks: 

Barbed Wire.—From mill, 4-point, 
Lyman, in car lots, $3.40 per 100 Ib.; 
in less than car lots, $3.65. Two- ly. 
twisted, galvanized in car lots, $3.40 
per 100 Ib.; in less than car lots, 
$3.65. From store, galvanized, 4- 
point, 80 rod reels, $4.10 per reel; 
2-ply, twisted, $3.44 per reel. 


CHAINS.—More snow and ice the past 
week resulted in a continued demand 
for tire chains from retail dealers. 
Dealers, in turn, have placed orders 
with jobbers, but business is by no 
means active. 


We quote from Boston jobbers’ 
stocks: 

Tire Chains.—Weed, 1 to 9, pair, 
30 per cent discount; 10 to 29 pair in 
one shipment, 35 per cent discount: 
lots of 50 pair in one shipment, 40 














per cent discount. Fill-in orders are 
figured at the discount earned by 
original purchases, 100 cross chains 
equal 1 pair of tire chains. McKay 
line, one to 11 sets, 30 per cent dis- 


count; 12 to 49 sets, 35 per cent dis- 


count: 50 sets and more, 40 per cent 
discount. 

Machine Chain. — Twisted, 11-64- 
in., $7.50 per 100 het 3-16 in., $7.80; 
13-64-in., $8.10; 7-32- in., $9; %-in., 
$13.50, all net. 

Links.—Acme connection or repair, 
3- 16 in., 84e. per doz. net: 4-in., Bac.: 
5-16-in., 80c.; %-in., $1: 7-16-in.., 
$1. 18; VA -in., $1. 38. 


COMMUNITY WARE.—The manufac- 
turers of Community ware are out with 
new price lists which show advances 
on about eight items. Jobbers have 
adjusted their prices accordingly. The 
advance, it is claimed, is due to higher 
bar silver prices. 


DOG COLLARS.—There has been a 
slight improvement in the movement 
of dog collars out of retail and whole- 
sale hands. Dog muzzles have gone 
quite big in certain cities and towns 
where restrictions have been placed on 
dog owners. 

We quote from 
stocks: 

Dog Collars.—No. 575, black, $9 per 
doz. net, tan, $9; No. 501, $12; No. 
666, $15; No. 695, $13.50; No. 206, $5.50. 

Padlocks.—No. 0412 24, $1.50 per doz. 


Boston jobbers’ 


net; No. 04205, $1.20; No. AXR, $2.25; 
No. 20Z, 
Leads.—Standard makes, $1.60 to 
$7.50 per doz. net. 
Muzzles.—No. 1, ™ in. wide $2.25 
per doz. net; % in. wide, $3.00. 
EXTINGUISHERS.—It will not be 


long before people in cities open their 




















summer seashore and country homes, 
and fire extinguishers will be needed. 
Anticipating a demand for extinguish- 
ers, some of the retail trade are plac- 
ing orders with Boston jobbers for de- 
livery a little later in the season. 


We quote from Boston jobbers’ 
stocks: 

Fire Extinguishers. — Pyrene, $12 
list each; discount, 3314 per cent. 


Liquid, in quart cans, $1 each list; 
discount 33 per cent. 
NAILS.—Following the reduction of 
10c. per keg in wire nail prices on 
direct mill shipments, as announced 
last week, local jobbers have dropped 
the out of store price from $3.70 to 


$3.40 per 100 Ibs. 


We quote from Boston jobbers’ 
stocks: 

Nails.—Wire, from store, $3.40 per 
keg, base; from mill, in car lots, $2.60 


in less than car lots, 
in count kegs, 
$2.40 per keg 
in less than 


per keg, base; 
$2.85. Cement coated, 
from ‘mill in car lots, 
base, f.o.b. Pittsburgh; 
car lots, $2.65; from store, $4.60 per 
keg base. Cut nails, from store, $4.25 
per keg base. Hardened steel floor, 
direct shipments, $8.10 per keg base; 
Western cut nails, direct shipments, 
in car lots, $3. 50 per keg base, f.o.b. 
Pittsburgh: in less than ear lots, 
$3.65. Tremont cut nails, direct ship- 
ments, 5 per keg, f.0. b. Ware- 
ham, hardened steel for nails, 
direct shinsnetite. $7.60 f.o.b. Ware- 


ham. 

POSTHOLE SPOONS.—The posthole 
spoon market is spotty. Some jobbers 
say sales so far this year are ahead 
of those for last year, while others 
report sales as smaller. It is believed 


retail stocks in general are small. 


We quote from Boston jobbers’ 
stocks: 

Posthole Spoons.—Ames lines, 7-ft. 
handles, $29 per doz. net; 8-ft. han- 
dles, $31. 


PRUNING SHEARS.—Orchardists 
and the general public are out trim- 
ming | trees even though the snow is 
still on the ground in most parts of 
New England. Retail dealers in many 
instances have been obliged to replen- 
ish shear stocks, consequently the 
wholesale market for such tools has 
a fairly active appearance. 


We quote from Boston jobbers’ 
stocks: 

Shears.—Pruning, Seymour Smith 
Co. line, No. 0, $4.50 per doz. net: 
No. 10, $5; No. 23, $6: No. 65, $7.50: 
No. 30, $8; No. 40, $15; No. 240, $18: 
No. 290, $22.50; No. 39, 9-in., French 
wheel, $8: extra French wheel, No. 8, 
$20; No. 9, $23. Competitor, No. 300, 
$4. Bernard, No. 25, $8 per doz. net, 


— No 35, $6. Disson, No. 102, 

Shears. — Pruning, long handle, 
Clyde, No. 5406, $14 per doz. net. 
Draw cut, No. 5402, $28: No. 5403, $25. 
Handy Andy, No. 5404, $15. Stand- 
ard tree pruners, No. 12, 19.50; No. 


14, $21.50. 
POULTRY SUPPLIES.—Jobbers have 
issued new prices on galvanized hexa- 
gon poultry netting. This netting now 
sells at 50 and 5 per cent discount, 
contrasted with 50 per cent heretofore. 
Incubators and brooders continue to 
move out of jobbers’ stocks regularly, 
and there is a continued call for prac- 
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tically all poultry supplies both for 
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Prices apply to light and dark finish. 
Wire Cloth.—Copper, 14 mesh, mill 


immediate and future retail require- 
ments. 


We quote from Boston jobbers’ 
stocks: 

incubators.—Buckeye line, No. 1, 
110 egg capacity, $26.25 each net: No. 
2, 175 egg capacity, $31.15; No. 3, 250 
egg capacity, $40.43; No. 4, 350 egg 
capacity, $47.60; No. 5, 600 egg 
capacity, $74.90; No. 40, large ca- 
pacity, $175; No. 14, 65 egg capacity, 
$11.50; No. 16, 110 egg capacity, $19.25; 
No. 17, 210 egg capacity, $25.73. 

Brooders.—Buckeye line, portable, 
No. 20, 60 chick a chick $8.23 each 


net; No. 21, chick npn. 
$10.85; No. 22, 150 chick capacity 
$13.30. Oijl thy rs, No. 80, 350 chick 
capacity, $13. No. 81, 500 chick 


capacity, $15. os. Coal burners, No. 
17, $11.55; No. 


118, $15.05; No. 119, 
$18.55. 


Netting.—Galvanized hexagon, gal- 
vanized after weaving, 50 and 5 per 
cent discount. 


SCREEN CLOTH.—Jobbers here have 
issued new prices on bronze and cop- 
per screen wire cloth, which show a 


moderate reduction. In addition, the 
differential on light and dark finished 
cloth of 15c. has been eliminated. Job- 
bers are getting orders for wire cloth 
today, which they maintain should have 
booked at least two months ago. The 
retail trade evidently has been back- 
ward in contracting for its 1927 re- 
quirements. New prices on bronze and 
copper cloth follow: 


We quote from Boston jobbers’ 
stocks: 

Wire Cloth.—Bronze, 14 mesh, mill 
shipments, $5 per 100 sq. ft.; from 
stock, $5.75; 16 mesh, mill shipment, 
$5.35; from stock, $6.10: 18 mesh, mill 
shipments, $5.75; from’ stock, $6.50. 





shipment, $4.50 per 100 sq. ft.; from 

stock, $5.25; 16 mesh, mill shipment, 

$4.75; from stock, $5.50; 18 mesh, 

mill shipment, $5; from stock, $5.76. 
SCREENS AND DOORS.—Although 
orders for screens and doors are taken 
by jobbers here every day, business is 
generally considered unsatisfactory be- 
cause it is running quite a little behind 
that of a year ago. The average retail 
dealer evidently is in no hurry to 
cover. 


We quote from Boston jobbers’ 
stocks: 


Doors.—Continental, a tt 2.6 x 
6.6, $17.50 per doz. et; 2.8 x 6.8, 
$18.32; 2 10 x - 10, $19. 32: 2; 3 x? yr 


No. 384, 6.6, 
$25.19; 2 10 x 6. 10, $26. 38: 3 xX 7, $27.48. 
No. 457G, 12 mesh, 2.6 x 6.6, $20.75; 


2.8 x 6.8, $21.88; 2.10 x 6.10, $23.13: 
3 x 7, $24.25. No. 857G, 14 mesh, 2.6 
.6, fa? =o, $32.50; Hy 
x 6.10, wryete: $36.13. No. 545 
14 mesh, 2.6 x 6 6, $39; 28 x 6.8. $40.38; 
2.10 x 6.10, $42.0 3 x 7, $43.50. 
Doors are shipped. one-half dozen to 
the crate. For broken crates there is 
an extra charge of 50c. 
Screens.—Competitor, No. 2, $3.82 
per doz. net; No. 3, $4.56. Hummer, 
No. 1833, $4. 19: No. 2433, $4.94; No 
2437, $5.25; No. 2837, $6.19; No. 1833, 
Sf -35: No. 2433G, $5.19; No. 243 
0 


SCREEN DOOR HINGES.—Forward 
orders for screen-door hinges are com- 
ing in relatively better than those for 
screen doors and screens, according to 
jobbers. Stock offered by the jobbing 
trade here is on an attractive price 
basis. 


We quote 
stocks: 


from Boston jobbers’ 
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Hinges.—Screen door spring, Ar- 
cade, No. 7, $1.50 per doz. net and 
$15 per gross; Champion, No. 600, 
$1.25 per doz., and $13 per gross. 


STEP LADDERS.—Jobbers have come 
out with new prices on the Paris line 
of step ladders, which show a moderate 
reduction. 


We quote from Boston jobbers’ 
stocks: 
Step Ladders.—Paris line, 54c. per 


ft. net. 

SWEEPERS.—<Although not brisk, 
business in sweepers, especially vac- 
uum kinds, is beginning to perk up. 
Retail dealers are confident that they 
will have a good spring trade in all 
kinds of sweepers. 


We quote from Boston jobbers’ 


stocks: 

Sweepers.—Vacuum, Bee-Bac, No. 
G-10, bronze bearings, $21.15 each 
net; No. B-30, ball onsinen. $24.90. 
Attachments, $3.50. 


WASHING MACHINES. — Although 


hardly ever classified as active, certain 





long time. 
is mounting each year, 
housewives find it much more economi- 
cal and convenient to own and operate 
a washing machine. 





local jobbers are selling more washing 
machines than they have before in a 
The cost of laundry work 
and many 


We quote from Boston jobbers’ 
stocks: 

Washing Machines. — Voos, sea 
wave, $99 each list; No. E25, Dollie 
type, $94 each list. Discount, 33% 
per cent. Horton line, No. 40, cop- 
per, $112 each net; white enameled, 
$119; No. 34, $92.75; No. 33, $63. 

lroners.—Horton line, No. 3, gas 
heater, $101.50 each net: electric 
heater, $108.50. 





ONES BROS. of Little Rock, Ark., 


“Agreeably Surprised” 


have proved to 


dictating this letter, and they will go out to our sales- 


their satisfaction that the mail order house can be 
combatted successfully, and have written Hamp 
Williams, commenting upon his recent article, as fol- 
lows: 

“We want to thank you sincerely for giving us the 
opportunity through the Harpware Ace, of reading 
your article entitled ‘A Revelation for the Independent 
Retailer.’ 

It was with particular interest that we read of the 
comparison of your prices on merchandise and the prices 
that are made by catalog houses. Your Mr. Cole is 
deserving of special mention, on account of getting your 
data up so efhciently. 

To satisfy our own curiosity aud to give us a more 
intimate knowledge of catalog house prices, we made 
a very similar comparisoi: or prices several months ago, 
and were very agreeably surprised to find so much in 
our favor. 

We would be mighty glad to see you give the facts 
regarding catalog house prices to the hardware and 
furniture merchants of Arkansas, and if we can be of 
any assistance to you whatever, please do not hesitate 
to call on us any time. 

We wrote to the HAarpware AGe, ordering twenty- 
five copies of the magazine in which your article ap- 
peared, in order that we might send them to our travel- 
ing salesmen and have them spread your gospel among 
our customers. These magazines, with a nice letter from 


the HARDWARE AGE, were received by the writer while 





men today. 

The good work you are doing for your merchant 
triends must be appreciated by them. We thoroughly 
enjoy reading your constructive articles in the different 
magazines, as they are very beneficial to us. 

Wishing you a very successful year, we are, 

Very truly yours 
T. D. Rowman, Sales Manager, 
Fones Bros. Hdw. Company.” 





The Oldish Employee 


ROM the point of view of the re- 
tail store, when is a man old? Of 
course, the question will never be 
finally answered. For one thing, each 
of us knows that he naturally changes 
his opinion of old age as he finds his 
own years slipping away. But age 
is always a matter of mind, of point 
of view, rather than of years of life. 
The famous story is told of Lincoln that he was asked 
how long a man’s legs should be, his own being very 
long. Lincoln made his sage and famous answer: “long 
enough to reach the ground.” In somewhat similar fash- 
ion, retail store proprietors must ceaselessly meet the 
question: ‘How old should an employee be in my 
store?” They should accept a truly L.incolnesque an- 
swer: “Old enough to serve the customers.’ 
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Hardware Trade Shows Improvement 
in Cleveland ‘Territory—Prices Firm 


(Cleveland office of HARDWARE AGE) 


ALES by retailers have picked up recently and probably are 


about normal for this season of the year. 


Spring seasonal 


lines are showing more life as retailers who deferred buying 


until about the last minute are placing orders. 
pruning shears are among the active seasonal lines. 


Incubators and 
Dealers are 


showing little interest in lines of Fall and Winter merchandise on 
which prices have been announced. Retailers are buying sparingly 
of staple merchandise and keeping their stocks fairly low. 
The most important price changes are $2 a ton reductions on 
all wire products except woven wire fence and on cotton gloves. 
Collections have slowed down somewhat. 


AUTOMOBILE TIRES AND ACCES- 
SORIES.—While some retailers are 
buying tires for Spring shipment, the 
demand is not active. In the opinion 
of the trade, the price will go no lower, 
although there is no expectation of an 
advance. A heavy volume of replace- 
ment business in tires is expected this 
year. 


Cleveland jobbers quote a age 
tires, f.o.b. Cleveland, 30 x 3% in. 
Liberty cord, $6.60; heavy duty over- 
size, $8.75; 32 x 4 in. Liberty cord, 
$11.15; heavy duty ae. 25; 
balloon tires, 27 x 4.40, $9. 29 x 
4.40, $9.65; 30 x 5.25, $15. 95; = x 6, 
heavy duty, $22.50; 32 x 6.20, pean 
tan rs 30 x eit 
$1.60; 32 x 4, Le oo 34 

es, 

1.80; 29 ‘x 4.40. $1.85; v0, x, 5.25 $2.50: 
32 x 6, $3.10; 32 x 6.20, $3. 

We quote from iaubors! *stocks, 
f.o.b. Cleveland: Millers Falls, No. 
145 jacks, $3.75. Derf spark plugs, 
96c. each for all sizes in lots of less 
than 50; Champion X spark plugs, 
45c. each for less than 100 and 4lc. 
each for over 100; Champion regular, 
538c. each for less than 100, all sizes; 
50c. each for over 100. 


AXES.—Orders are rather light. 


are unchanged. 

Jobbers quote f.o.b. Cleveland: 

First grade single bitted rustless 
black finished, handled axes, $19.50 
base per doz.; unhandled, $15.50 per 
doz.; double pitted, handled, $24.50 
per "doz. : double bitted, unhandled, 
$20 per doz.: 60c. increase for dozen 
lots weighing 42 to 48 lb. and similar 
advance for each 6 lb. additional 
weight increase. 


BATTERIES.—The demand for radio 
batteries continues quite active. 


Jobbers quote f.o.b. Cleveland: 
B and C radio batteries. 


Prices 


Unit Broken 

Packages Lots 

Th. Ke dns vetotwaded $1.14 $1.22 
i Mt tbeshssuseedee 1.30 1.40 
i Mn "66 scataueawn see 2.44 .62 
Th. Co occseesiedcseses Gent 3.40 
DU sesducsckdnnsen ae 3.58 
Dry cell A _ batteries, No. 7111, 
35%c. in standard packages, 40c. 
in broken lots. Columbia igniter dry 
cell batteries, 32%c. in standard 


packages, 36c. broken lots. 


BOLTS AND NUTS.—Sales are rather 
slow. Dealers are placing orders for 
fill-in purposes, but are keeping their 
stocks low. 
Jobbers quote f.o.b. Cleveland. 
Large machine bolts, cut threads, 
50 and 10 per cent off list: small 
rolled threads, 60 and 5 per cent off 
list; carriage bolts, large and small 
cut threads, 45 and 5 per cent off 
list; stove bolts, 75 and 40 per cent 
off list; small rivets, 65 and 5 per 
cent off list. 








CORRUGATED ROOFING.—Quite a 
little business is being placed for 
Spring shipment. 


Cleveland jobbers quote No. 28 gage 
corrugated roofing at $4.18 per 
square, f.o.b. Pittsburgh. 


COTTON GLOVES.—Prices have final- 
ly come out for cotton gloves for de- 
livery by manufacturers up to July 1, 
and reduced prices have been put in 
effect by jobbers which will cover ship- 
ments up to Sept. 1. The new prices, 
reflecting the lower cotton prices, are 
from 10 to 25 per cent below last year’s 
prices. 

GARDEN HOSE.—Dealers who did 
not buy early are not yet showing 
much interest in the market. Prices 
are unchanged. 


Cleveland jobbers quote standard 
5g-in., double braid molded hose at 
9%c. per ft.; the same in _ higher 
grade, 10%, c. per ft.¢ standard %-in., 
lle. per ft. 


GLASS BAKING WARE.—Orders con- 
tinue quite plentiful for both glass 
baking ware and mountings. 
Jobbers quote f.o.b. Cleveland: 
Casseroles.—Round or oval, 1 qt., 
$1.17; 2 qt., $1.33; 2% aqt., $1.66; 
square, $1.50; casseroles with fancy 
covers, 35c. higher. 


Pie Plates.—8 in., 50c.; 9 in., 60c.; 
10 in., 67c. 

areas Pans.—No. 212, 60c.;: No. 214, 

Utility, Dishes.—No. 231, 67c.; No. 
232, $1.17 

Tea Pots, “i cups, $1.67; 4 cups, $2; 
6 cups, $2.3 


cnmaniin AND BROODERS.— 
Dealers are placing orders for early 
shipment and the demand is fairly 
active. 

Cleveland jobbers quote incubators 
and brooders at 35 per cent off list 
f.o.b. factory. 

NAILS AND WIRE.—Jobbers’ prices 
have been reduced 10 cents per keg on 
nails and $2 a ton on wire. This fol- 
lows corresponding price reductions by 
mills, although a few days before the 
announcement of the cut in mill prices 
some of the jobbers started to take 
business at some reduction from regu- 
lar prices. 


follows from 


soumers 
stock 

Nails. —Less than car lots, $2.90 per 
keg; No. 9 galvanized wire, $3.35 per 


quote as 





100 lb.: No. 9 annealed wire, $2.90 per 
100 lb.; cement-coated nails, $2.90 per 
100 lb.; polished fence staples, $3.60 
per 100 lb.; galvanized fence staples, 


$3.85 per 100 Ib. 
OIL AND GASOLINE STOVES.— 
Dealers are now showing some interest 
in these for Spring shipment. 


Jobbers quote f.o.b. Cleveland: 
Oil stoves, Nesco, No. 212 2-burner, 
$11.85 each; No. 215, 3-burner, $14.60 


each; No. 214, 4-burner, $18.60 each; 
Harvard 2-burner, $11.75 each: 3- 
burner, $14.75 each; 4-burner, $18.85 


each; Harvard range, $48. 

Gasoline stoves, Nesco, No. 82, 2- 
burner cook stoves, $18.80 each: No. 
83, 3-burner, $23.25 each; No. 84, 4- 
burner, $40.65 each; No. 840 gasoline 


range, $53.25 each. 
POULTRY NETTING AND WIRE 


CLOTH.—Poultry netting has become 
more active, as late buyers are now 
placing some orders for early Spring 
shipment. Wire cloth is rather slow. 


Cleveland jobbers quote: 12-mesh 
black wire cloth at $1.65 per 100 sq. 
ft.; 12-mesh galvanized, $1.95 to $2 
per 100 sq. ft.; 14-mesh galvanized, 
$2.45 per 100 Sq. ft.; 16 mesh, $2.75 
per 1000 sq. ft.: bronze, 14 mesh, $9.50 
per 100-ft. rolls: 50-ft. rolls, 10c, ad- 
ditional. Poultry netting galvan- 
ized after weaving, 50 and 7% per 
cent off list; galvanized before weav- 
ing, 50, 10 and 7% per cent off list. 


PREPARED ROOFING. — Moderate 
volume of business is being placed for 
early shipment. 


Cleveland jobbers quote light as- 
phalt roofing at $1.10 per roll; 
medium, $1.30 per roll; heavy, $1.55 


per roll. 


PRUNING SHEARS AND SAWS.— 
As the pruning season is at hand, or- 
ders for shears and saws have become 
quite good. 

Cleveland jobbers’ quote: 

Pruning shears, Clearcut No. 1104, 
$11.50 per doz.; Pexto, R85, $20 per 
doz.; No. 50, $6 per doz.: No. ‘ 
$3.75 per doz.; Wiss, No. 109, $28 per 
doz.; tree pruners, Handy Andy, 
$12.5@ per doz.; No. 5402, Clyde, $25 
per doz.; No. 3 Disston Bulldog, $23.25 
per doz.; hedge shears, Disston, 8-in., 
$1.75 each; 9-in., $1.90 each; 10-in., 
$2 each. 


ROPE.—Prices are stabilized and sales 
are rather light. 


Cleveland jobbers quote best grade 


of manila rope at 23%c. per Ib. for 
factory shipment and 24c. per lb. for 
stock shipment; sisal rope, 15%c. per 


lb. for factory shipment and l16c. for 
shipment from stock; folder twine, 
21 oz. and coarser, llc. per Ib. 


RADIO EQUIPMENT.—Jobbers’ sales, 
which were surprisingly good last 
month, show a decline. Some dealers 
evidently over-bought, as jobbers are 
getting quite a few requests from re- 
tailers to take back radio receiving 
sets. They do not wish to carry these 
over, as they evidently feel that some 
of the models will become out of date. 


SYRUP CANS.—Buying is not yet up 
to normal. With two good seasons in 
succession, many are of the opinion 
that this will not be a good maple 
syrup year. 

Jobbers quote l1-gal, syrup cans at 


12%)c. each in case lots, f.0.b. Cleve- 
land. 




















68 | HARDWARE AGE 


Spring Lines Continue Active in 
New York Wholesale Area— 


Current Business Improves 


LTHOUGH current business in the New York Wholesale Hard- 
ware Market area seems still to be lagging, jobbers report that 
trade in some lines has shown a notable improvement during the 
past week. The demand for spring lines is showing a sizable in- 
crease, especially for goods to be delivered during March and April. 
Taken as a whole, jobbers in the Metropolitan district are confident, 
from appearances thus far, that spring and early summer business 
will assume satisfying proportions. 

The calls for staple lines which have shown a decided increase 
during the past week are taken by New York jobbers to mean that 
retailers’ stocks, brought up with fill-in orders following the comple- 
tion of inventories, have become somewhat depleted and that a de- 
cided stimulus in current business will be the result during the next 
few weeks. 

No price changes of any importance have been made during the 
week. Collections and credits are reported as fair. 











5. $3.17 sack. TAILERS, F.0.B. NEW YORK: 


° ° Double 2) j Each net 
New Prices on Batteries 36 in. sft. $6.95 
<a 42 in. 8 ft. 7.10 
Show Some Revisions; 3 /". 18 tt: 7.20 
: 42 in. 10 ft. 8.30 
The new prices on dry cell batteries 48 in. 10 ft. 9°40 
which went into effect on Feb 1 have 
been adopted by jobbers in the metro- ; —" 
politan area. These prices show a re- Wire Cloth Activity Con- 
vision on flashlights and batteries as tinues: Prices Continue 
well. Dry cells No. 6, ignition type, 
advanced one-half cent. New prices to Vary 
quoted are effective until Jan. 31, 1927. ite itak eatin ainsi oil atin 
JOBBERS’ ar wank: RE- cloth are considered adequate, a con- 
een Se : tinued increasing demand for such 
Dry cells, No. 6, ignition type, : ® 
within Metropolitan trade area, 30c., products is reported by factors in the 
sg ada No. 7111, same type, New York wholesale market area for 
o ° . . 
B batteries, Ro. 908, 2.62 each; in delivery during March and April. 
ts fc 8, >Ac oO 2 : ; : = 
ee aI oma $2.62 each: nag Prices continue to show slight varia 
of 5, $2.44 each; Seowy — vertical tions. 


Wire Cloth.—Black, 12 mesh, $1.80 
to $1.85 per 100 sq. ft.; galvanized, 14 
eo a ‘3. a $4.9 Sq. gon ~~ 9 
: — 14 mes to 0 per sq. ft 
Continued Activity for Lawn 16 mesh, $5.30 per 100 sq. ft.; golden 























bronze, 14 mesh, $5.35 to $5. fo per 
Fence and Ornamental Gates | 100 sa. ft.;.16 mesh, $5.80 to $5.85 
per 100 sq. ft.;: dark bronze, 14 mesh, 
According to jobbers in the New oF ss - $8.55 Der 100 ag. ft.; 16 mesh, 
York wholesale market area, calls for Poultry he go or ag re 50 
> an oO st of Sept. 19, ; from 
lawn fence and ornamental gates for factory, 57% off same list. 
March-April delivery continue to in- 
crease. Complete stocks are on hand " 
and, taken as a whole, prices can be New York Screw Prices 
considered uniform. Continue Firm 
JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.0.B. NEW YORK: Ample stocks of screws seem to be 
Fiower Bed Guards.—16 in., $8.18 ; 
per roll; 22 in., $9.66 per roll. (165 on hand, although a very light demand 
ft.) for screws is still much in evidence. 
Lawn Fence.—Single, 36 in., $11.88 j h 
per roll; 42 in., $13.37 per roll; 48 in., Prices have not c anged. 
$14.85 per roll. (165 ft.) ; JOBBERS’ ee ‘seein “nae TO RE- 
—_ feo, 36 TAILERS, F.O.B. NEW YORK: 
per roll; 42 in., $17.82 per roll; 48 in., Discounts on wood screws: Iron 
yg wel ne BA Fat Bright, Flat Head, 75 per cent; Iron 
x — : Bright, Round and Oval Head, 72% 
Single Opening Each net per cent; Iron Blued, Round Head, 
36 in. 3 ft. $3.00 72% per cent; Brass, Flat Head, 72% 
42 in. 3 ft. 3.12 per cent; Brass, Round and Oval 
48 in. 3 ft. 3.24 Head, 70 per cent. 
36 in. 3% ft. 3.12 These discounts apply to revised 
42 in. 314 ft. 3.24 list of June 24, 19 
48 in. 314 ft. 3.40 EX TRAS—20-10-10-10-5 per cent. 
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Increasing Call for Bolts, 
Nuts, Etc., Is Noted 


While some metropolitan jobbers re- 
port a light demand for bolts, nuts and 
kindred staple items, the majority say 
that the call for these items has in- 
creased during the past week. Local 
stocks are considered adequate and 
prices are holding, with no changes 
looked for at this time. 

JOBBERS’ QUOTATIONS TO RE- 

TAILERS, F.0.B. NEW YORK: 


Machine bolts, % x 4 and smaller, 
40 and 10 per cent off list. Machine 
bolts, longer and thicker, 40 and 10 
per cent off list. 

Common carriage bolts, % x 6, and 
smaller, 40 off list; larger and longer, 
40 off list. 

Stove bolts, 80 off list. 

Lag screws, 50 and 7% off list. 





Weatherstrip Continues Ac- 
tive; New York Prices 
Uniform 


Weatherstrip continues to be one of 
the active seasonable lines which New 
York hardware jobbers are selling at 
the present time. This has been a par- 
ticularly good year for weatherstrip, 
with prices firm and stocks adequate. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 


Home Comfort, 500 ft. on_ reel, 
Maroon, $48.50 per 1000 ft.; White, 
$60 per 1000 ft. 

Nero weatherstrip, 500 ft. on reel, 
$36 per 1000 ft. 

Economy metal weatherstrip, 36 in. 
x 36 in. x 36 in. for windows, $27.36 
per case and $1.14 per carton. Same 
42 in. x 42 in. x 42 in:, $31.68 per 
case and $1.32 per carton. Each car- 
ton contains sufficient equipment for 
— window. A case contains 24 car- 
ons. 

Same for doors, 36 in. x 84 in., 
$28.30 per case and $1.20 per carton. 
Same, 42 in. x 84 in., $30.96 per case 
and $1.29 per carton. Each carton 
contains complete equipment for one 
door. A case contains 24 cartons. 





Prices on Linseed Oil 
Remain Unchanged 


Current prices to the trade on lin- 
seed oil are: Linseed oil, in lots of less 
than 5 bbl., 11.6c. per lb.; in lots of 
5 bbl. or more, 11.2c. per lb., and 
Calcutta linseed oil in barrels remains 
at the old published figure of 15.7c. 
per lb. 

Boiled oil is 4/10c. extra per Ib., 
while double boiled oil is 5/10c. extra 
per lb., and oil in half-barrel lots 
7/10c. per lb. additional. 





Wire Nails Continue at 


$3.35 in New York Area 


As we go to press a careful check 
shows that wire nails are still selling 
at $3.35 per keg, base, in the Metro- 
politan Wholesale Hardware Market. 
The demand for nails is considered 
fairly good and stocks are reported as 
| adequate. 
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Closer Approach of Spring Helping 





(Chicago office of HARDWARE AGE) 


HERE has been very little change in general hardware con- 
ditions during the past week in the Chicago territory. The 
demand for all items, and especially for spring merchandise 
is showing a gradual but steady improvement with the closer ap- 
proach of milder weather. Sales in all lines are very satisfactory, 


although competition is keen. 


Prices continue to take on a firmer tone as the season progresses, 
although solder was the only item to actually advance. On the 
other hand, linseed oil and turpentine dropped in price. Jobbers 
who have been granting price concessions on nails to the larger buy- 
ers are now openly quoting a price of $2.95 on quantity orders, but 
are maintaining the $3.05 price on small lots. 


AUTOMOBILE ACCESSORIES.— 
Prices remain unchanged and sales are 


somewhat quiet. 


We quote from jobbers’ stocks, 
f.o.b. Chicago 

Spark Pom. —Splitdorf, for Fords, 
50c. each; regular 58c. each; Cham- 
pion X, 45e. each; Champion Blue 
Box line, 53c. each; A, C., 53c. each; 
lots of 100 50c.; A. Cc. Special Ford, 
36c. each. 
she Light. — Appleton, No. 3280, 


Chains.—Non-skid, dozen pair lots, 
35 per cent discount. 

Jacks.—National Standard, No. 21 
$1.30 each. 

Pumps.—Rose, 1% in. cylinder, 
$1.85, 

Tires and Tubes.—30 x 3% oversize 
cord tires, $8.75 each; regular cord 
$6.60 each; gray inner tubes, 30 x 3%, 
$1.30 each; red inner tubes, 30 x 3%, 
$1.50 each. : 


AXES.—No price changes are antici- 
pated for the rest of this winter sea- 


son. There is a normal demand. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: First quality single 
bitted unhandled axes, 3 to 4 Ib., $14 
dozen base; double bitted, $19 dozen 
base; good quality black unhandled 
axes, same weight, single bitted, $13 
dozen base; single bitted handled 
axes, $15.50 to $24 per dozen, accord- 
ing to quality and grade of handle: 
special unguaranteed handled axes, 
$12 per dozen base. 


BOLTS AND NUTS.—Sales are satis- 
factory and prices are holding firm. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Carriage bolts, cut 
thread, 45-5 per cent discount; small 
carriage bolts, rolled thread, 50-5 per 
cent discount; machine bolts, cut 
thread, 50-5 per cent discount; small 
machine bolts, rolled thread, 50-10-5 
per cent discount; all stove bolts, 
75-5 per cent discount; lag screws, 
60 per cent discount. 


BUILDERS’ HARDWARE.—There 


no further change in the price situa- 
tion this week. There is a seasonal 


demand. 


We quote from jobbers’ stocks, 
f.o.b, Chicago: 3% x 3% steel butts, 
old copper and dull brass finish, $1.68 
per dozen pair; 4 x 4 steel butts, old 
copper and dull brass finish, $2.40 per 
pair; heavy steel bevel inside sets, 
$4.75 per dozen sets: steel bit-keyed 
front door sets, $1.30 per set; wrought 
brass bit-keyed front door sets, $2.50 
per set; cylinder front door sets, $6.00 
per set. 


CHAINS.—There is some increase 
the demand. No change in prices. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: *% inch proof coil 








chains, $8.50 per 100 lb. Henso Bull 
Dog and Brown coil chains, 50-10 per 
cent discount. No. 00- 4% electric 
welded cow ties, $2.75 per dozen. 


COPPER RIVETS AND BURRS.— 
There is a good demand and prices 
are firm. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Copper rivets and 
burrs, 40-2% per cent discount. 


ELECTRICAL AND RADIO MER- 
CHANDISE.—There has been a re- 
adjustment of prices on Nos. 770 and 
486 B batteries. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: 

Electrical Merchandise. — No. 14 
rubber covered wire, $6.50 per 1000 
ft.;: in 1000 ft. lots, $6.00; No. 18 
lamp cords, $14.25 per 1000 ft.: in 1000 
ft. lots, $13. 65; % in. brush brass key 
sockets, 15%c. each; two-way plugs, 
45e. each: in lots of 10, 40c. each; 
dry cells, boxes of 50, 32M4c. each: 
less than case lots, 36c. each. 

Radio Supplies.—Radio B batteries, 
No. 766, $1.40 each; No. 767, .62 
each; No. 770, $3. 40 each: No. 772, 
$3.62 each; No. 486, $3.58 each. 

Battery Chargers.—Apco line, lots 
of less than 10, $13.50 each. 

Loud Speakers.—Western Electric 
No. 522 W, $2.50 list. Discount, 30 
per cent. 


FILES.—Sales are normal and prices 
remain unchanged. 


We quote from jobbers’ _ stocks, 
f.o.b. Chicago: American files, 60-10 
per cent off list; Nicholson files, 5 
per cent off list; Black Diamond files, 
40-10-5 per cent off list. 


GALVANIZED WARE.—Manufac- 
turers’ prices firm, and with early 
spring demand individual liquidations 
have ceased, regardless jobbers con- 
tinuance to offer interesting specials. 


We quote from jobbers’ stocks. 
f.o.b. Chicago: Standard galvanized 
after-made tubs, 7. 1, $6; No. 2, 
$6.85; No. 3, 8: qt., galvanized 
after-made pails, $2. 12; 12 qt., $2.33: 
14 qt., $2.60. One gallon, all galvan- 
ized oil cans, $2.35 doz. : 2 gal., $4 
doz.; 3 gal., $6 doz.; 5 gal., $6.75 doz.., 
1 bu. galvanized baskets, $6.20 doz.: 
No. 26% ” bailed galvanized meas- 
ures, ‘ 


GLASS AND PUTTY.—Sales are sea- 
sonably quiet and prices are _ un- 
changed. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Single strength A, 25- 
in. bracket, 86 per cent discount; sin- 
gle strength A, 34 to 40-in. bracket, 
85 per cent discount; single strength 





Chicago Business—Prices Strengthen 


A, all other brackets, 85 per cent 
discount; double strength A, all sizes, 
86 per cent discount; single strength 
B up to 25 in., 87 per cent discount; 
34 to 40 in., 86 per cent and balance 
S6 per cent; double strength B up to 
54 in., 87 per cent discount; balance 
87 per cent. Putty, pure grade, $3.75 
‘ 100 lb.; commercial, $3.40 per 100 


HANDLED HAMMERS AND 
HATCHETS.—tThere is an increasing 
volume of orders being placed and 
there is little prospect of any price 
changes. 


HAMMERS— 


We quote from jobbers’ stocks, 
f.o.b. Chicago: First quality, 14 oz. 
nail hammers, $12 a dozen; Maydole, 
$12.60 a dozen; 16 oz. machinists’ 
hammers, first quality, $9.20 dozen; 
competitive grade, 16 oz., nail ham- 
mers, $6 to $8. 


HATCHETS— 


We quote from jobbers’ stocks, 
f.o.b. Chicago: First quality hatchets, 
No. 2. shingling, $12.50 doz.; first 
quality hatchets, No. 2, broad, $16.40 
doz.; medium quality hatchets, No. 2 
shingling, $8 doz.; medium quality 
hatcehets, No. 2 broad, $12.50 doz. 


HANDLES, AGRICULTURAL.—There 
is a satisfactory demand and prices 
are firm. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: 

Hay Fork Handles. — Straight- 
chucked and bored, best grade, 4% 
ft., $4.95 doz.; 5 ft., $6 doz.; XX, 4% 
ft., $4.95 doz.; 5 ft., $5.30 doz.; X, 4% 
ft., $2.65 doz.: 5 ft., $3.10 doz. 

Hay Fork Handles.—Bent-chucked 
and bored, best grade with strap, 
ferrule and cap, 4% ft., $8.25 dozen 
> ft., $9.35 doz.; XX bent, with strap, 
ferrule and cap, 4 ft., $6 doz.; 4™% ft., 
$6.25 doz.; XX bent, 4% ft., $4.85 
(loz.; 5 ft., $6.2 25 doz.; X bent, 4% ft., 
$3.25 doz.; 5 ft. $3.75 doz. 

Manure Fork Handles.—Bent, best 
grade, 4 ft., $5.25 doz.; 4% ft., $5.60 
doz.; XX bent, 4 ft., $4.55 doz.: 4%, 
t., $4.80 doz.; bent, 4 ft., $2.85 ‘doz. ; 
1k, ft., $3.25 doz. 

Garden Hoe Handles..-XX 4% ft., 
$3.80 doz.; X4™% ft., $2.65 doz. | 

Garden Rake ‘Handles. —XX, 5% ft., 
$3.80 doz.; X, 4% ft., $2.65 ng 

Garden Rake Handies. —XX, 6% ft., 
$5.60 doz.; X, 5¥ $3.55 doz. 

Shovel Fo Raa Assn pattern, 
XX, 4% ft., $6.50 doz.; X, 4% ft., 
$4.30 doz.; D handle, best grade, $8.75 
doz.; X grade, $6. 60 d 

Spade Handles»—D _ best 
grade, $8.60 doz.; second grade, $6.60 
doz. 


HANDLES, TOOL.—The long-range 
price trend tendency is upward, al- 
though there are no present changes 
in rate. 
We quote from jobbers’ stocks, 
f.o.b. Chicago: 
1 hickory, $4 


OZ. ; No. 2, $3 doz.; second growth 
hickory, $5 doz.; finest selected sec- 
ond growth hickory, $6.50 doz. 

es Vg’ > and Hammer Handles.— 
No. 90c. doz.; finest second growth 
hic ek, $1.80 doz. 


HINGES.—The demand is showing a 
steady improvement. Prices are with- 
out change this week. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Heavy strap hinges 
in bundles, 4-in., 80c.; 5-in., 90c.: 6- 
in., $1.00; 8-in., $1.70; 10-in., "$3. 60 per 
dozen pairs; extra heavy T hinges, 
in. bundles, 4-in., $1.20; 5-in., $1.24: 
f-in., $1.26; 8-in., $2.10; 10-in., $3.10 
per doz, 
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ICE CREAM FREEZERS.—A_ good 
demand is developing as the spring 
season approaches. 


We quote from jobbers’ stocks, 
ig Chicago: White Mountain, 1 


$4.80 list: 2 at., 

36. 15 list; : = $8.25 list; 6 
$10.45 list; $13.40 list; 
$17.90 list; LA > 3d $21.50 list; 
$25.60 list; 20 qt., $33.20 list; 25 qt., 
$42.60 list; Arctic, 1 qt., $4 list: 2 at., 
$4.60 list: 3 qt., $5.4 5 list: 4 at., $6. 80 
list; 6 qt., $8. 60 list; - qt., $11. 10 list. 
All the above ir be’ per cent dis- 
count. Alas , $2.95 list; 2 qt., 
$3.45 ames 3 at 

list; 6 qt., 

10 at.. 
qt., $17 list; 20 ~¥ 
count of 20 and 
above prices Acme, 2 


10 per cent on all 
at., galv., $8 


doz.: 2 qt., enamel, $10 per doz.: .< 
qt., enamel, $18 per doz. Above prices 
are net. 


LANTERNS.—Sales are about over for 
this year. Prices are without change. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Dietz : 
with large fount, $4. 25 doz.: 
Wizard, $8.50 doz.; Blizzard, $13 doz. 


NAILS.—Nails are now being quoted 
at $2.95 in quantity orders, with the 
$3.05 price being maintained on small 
orders. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Common wire and 
cement-coated nails, small lots, $3.05 
per keg base. Quantity orders, $2.95 

base. 


PAINTS AND OILS.—Turpentine tum- 
bles 11 cents in price and linseed oil 
is off 1 cent. 


We quote from jobbers’ 
f.o.b. Chicago: 

Linseed Oil.—Raw, barrel lots, 90c. 
per gal.: 5-barrel lots, 87c. per gal. 

Linseed Oil.—Boiler, barrel lots, 
ne per gal.; 5-barrel lots, 90c. per 
gal. 

Turpentine. —Drum lots, &7c. 


stocks, 


Denatured Alcohol. — Barrel lots. 
42c. per gal.; steel drums extra, 
returnable. 

White Lead —- lb. lots, $13.73 per 
100 Ib., net; -Ib. lots, $14; 50-Ib. 
lots, $7. 25; 95- 1. lots, $3.65; 12% -Ib. 
lots, $1.85. 


ocaneliac ith ay cuts), white $2.60 
ora $2.30 per gal. 
English Venetian Red.—In barrels, 
$3.50 to $6.75 per 100 Ib. 
- wate Paste.— Barrel lots, 7%4c. per 
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PYREX WARE.—The demand is very 
good and dealers are ordering fre- 
quently, showing that their stock is 
moving. 


We quote from jobbers’ 
f.o.b. Chicago 

Bread Dane.—Ife. 212, $7.20 doz.; 
No. 214, $12 doz. 

New andied Casseroles.—Round. 
No. 622, $12 doz.: No. 623, $14 doz.: 
Oval, No. 632, $12 doz.; No. 633, $14 
doz. Shallow ‘Oval, No. 642, $12 doz.; 
No. 643, $14 doz 

Pie ‘eo —No. 208, $& per doz.; 
No. 209, $7.20 

Tea Pots.—2 =. ay doz.: 
$24 doz.; 6 cup 

Utility Pans. om 231, $8 doz.: 
232, $14 doz. 


ROLLER SKATES.—The demand for 
roller skates is getting under way. 


We quote from obbers’ stocks, 
f.o.b. Chicago; Union boys’, $1.40 pair: 
Union girls’, $1. 50 pair; Chicago boys’, 
$1.30 pair; Chicago girls’, $1.40 pair: 
rubber-tired skates, boys’, $2.65 pair; 
rubber-tired skates, girls’, $2.75 pair. 


ROPE.—Sales are showing a substan- 
tially better volume and prices are un- 
changed. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: No. 1 manila, stand- 
ard brands, 23c. to 26c. per Ib.; No. 
2 manila, 22c. per Ib.; No. 1 sisal, 
15%c. to 17c. per Ib.; No. 2 sisal, 
14%c. to 16c. per Ib. 


SASH CORD.—Sales are becoming 
more active and prices are firm. 


We quote from jobbers’ stocks, 
f.o.b, Chicago: No. 7 standard brands, 
tie 4 per doz. hanks; No. 8, $8.45 doz. 

anks. 


SASH PULLEYS.—While sales are 
still only fair, they are showing a 
steady improvement. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Common sash pulleys, 
50c. doz.: barrels, 54c. doz.;: Common- 
sense, 2 in., 60c. doz.; barrels, 54c. 
ss No. 10, 46c. doz.; barrels, 42c. 
oz. 


SCREWS.—There is a normal demand 
and prices are without recent change. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: head bright 
screws, 75-20-10-10 per cent: round 
head blued, 7214-20-10-10 per cent: 
flat head brass, 72%4-20-10-10 per 
cent; round head brass, 70-10-10-10 
per cent. 


stocks, 


4 cup, 
No. 
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SOLDER AND BABBITT.—Prices are 
much stronger this week and there is 
a good volume of orders being placed. 
We quote from jobbers’ stocks, 
f.o.b. Gideame: Warranted 50-50 sol- 
der, $45 per 100 Ib.: medium, 45-55 
solder, $44 per 100 Ib.;: tinners’ 40-60 
solder, $43 per A by! = Bow 
babbitt metal, $20 p 0 Ib.; nd- 
ard No. 4 babbitt seated. v4 per 00 lb. 
STEEL SHEETS.—Prices are firmer 
and sales are increasingly good. 
We quote from jobbers’ stocks, 
f.o.b. Chicago: 28-gage galvanized 


ag 
sheets, $5.30 per 100 ib: oS -gage black 
sheets, $4.20 per 100 Ib. 


STOVE PIPE, COAL HODS, ETC.— 
Future orders for fall delivery are be- 
ing received in good volume. 


We quote from jobbers’ 
f.o.b. Chicago: 


stocks, 
Best — ga e pipe, 
30 gage, 12c.; 28 gage, 6 gage, 
15c.; per joint. Borewentes elbows, 
30 gage, $1.20; 28 gage, $1.50 per doz. 
Galvanized coal hods, 17 in., $5 doz. 


WIRE PRODUCTS.—The demand is 
steadily increasing. Prices are un- 
changed. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: No. 8 black annealed 
wire, $3.05 per 100 Ib.; No. 9 galvan- 
ized plain wire, $3.50 per 100 Ib.; catch 
weight spool galvanized cattle or hog 
wire, $3.75 per 100 Ib.; 80-rod spool of 
galvanized hog wire, "$3. 25 per spool. 
Polished fence staples, $3.50 per 100 
Ib Me ed cloth, black, 12- mesh, $1.65 
per 100  &, galvanized, 12-mesh, 
$1.95 per “100 sq. ft.; bronze, 14-mesh, 
$5.75 per 100 sq. ft. Galvanized poul- 
try netting: Galvanized before made, 

744-5 per cent discount; galvanized 
after made, 52%-5 per cent discount. 


WRENCHES.—Sales are normal and 
prices are unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Agricultural wrenches, 
60-10 per discount. Coes 
wrenches, 40-10 per cent discount; 
engineers’ wrenches, 50-10 per cent 
discount off new list; Trimo, 65-10 
per cent discount. 

oe -on Wrenches. — Radio and 
tg cal set, in metal cases, °32. 75; 

No. 101 Master Service Set, $13.75; 
No. 202 Heavy Duty Set, $8. “ne No. 
404 Flexible Socket Set, $7.50: No. 
608 Crankcase Plug Socket. 

. Square Socket Set, 

3. 70: No. "1878 Giant “Snap-on’’ with 
extra heavy duty ratchet, $27.35. All 
Snap-on Wrenches less 33% per cent 
discount. 











Brisbane on Advertising 


wakTHUR BRISBANE, the well-known news- 
Wi paper editor, recently gave a representative 
gathering at Los Angeles some interesting in- 
formation about advertising. 

‘Advertising is primarily getting an idea from your 
mind into the minds of others,” Brisbane said. ‘Whether 
you write a poem or a novel, or are dealing with busi- 
ness advertising, the problem is the same. The thing 
to be done is to find the path into other brains and pro- 
duce the desired effect. 

“When you advertise you must do five things. 
any one of the steps and you fail. 

“First you must make the reader see the advertise- 
ment. A newspaper or a magazine is like a busy street ; 
to succeed you must get the crowds to see your shop. 

“Second, you must make people READ the advertise- 
ment. Set it in good type. 

“Third, they must understand it. The easy, natural 
way of writing is the best. The brain resents involved 
writing. 

“Fourth, you must make them want what you have 
to sell. 

“Fifth, they must believe it. 





Neglect 


“Advertising has a quality that every occupation 
should have in order that men may put their hearts into 
it. Advertising is a great public benefactor. 

“Nothing is more stupid than to call advertising an 
extravagance. It is a great economy. It increases busi- 
ness, decreases overhead and makes goods cheaper. It 
makes one salesman the equal of ten. The great mer- 
chandisers owe their success to judicious advertising. 
A business that doesn’t advertise can’t succeed. It means 
loss every way. 

“*What ought we to pay for advertising? I re- 
cently was asked. I replied: ‘What can you afford?’ If 
one salesman could corner each customer who comes into 
the store and talk leisurely to each one about your busi- 
ness, he would be worth a generous salary. If one sales- 
man could see your prospects in their homes and talk 
a them a half hour, you surely would pay that man 
we 

“Advertising does that. Advertising talks to every 
customer before he comes into the store and gives him 
the favorable impression that he brings with him. We 
ought to appreciate more than we do the work that 
advertising does for us.” 


Reading matter continued on page 72 
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Backus Boxes Will Save Money 
for any Wholesaler or Retailer 


When some of the largest hardware jobbers, drug job- 
bers, hardware retailers, manufacturers in every form 
of industry, choose Backus Woven Boxes or Trucks— 
it is because, as one user phrased it— 


“they give more service-hours per dollar 
cost than any other form of container.” 


Inter-departmental transportation costs are based 
upon cost of container in (1) years of service and (2) 
cost of labor in handling that container. 


Eight Years of Service Plus Lightness 
and Ease of Handling 


Anybody can make a box, some kind of a box, steel or 
wood. But buying inter-transportation which has its 








cost-figures based upon container 
and service of-the-human sort 
mixed together is a horse of 
another color. 


There is a thrift-in-time-han- 
dling-factor that makes up for 
a lot of things. Steel boxes 
might seem to fit, might outwear, 
but how about the human factor 
of lightness, speedy handling? 


In Butler Bros. they say: 
“Your boxes last eight years.” 
That’s a lot of lasting under the 
contact of labor, materials and 
top-to-bottom usage. Do you 
think a cheap box would guaran- 
tee 8 years of service? Try and 
get such an assurance—try and 
get it. 


<4 - 


We have a book on “Industrial 
Plant-to-Plant and Interdepart- 
mental Transportation Methods” 
that’s worth reading. It is for 
the executive with the open 
mind, who thinks that possibly 
he might learn something by 
writing us. A few cents cut 
here and there is a mighty factor 
when it’s figured against a vol- 
ume turn-over. 


How many of you executives 
are willing to gamble a few 
minutes’ time and learn how the 
other fellow does it? 


A. Backus Jr. & Sons, 
1537 Lafayette Blvd., 
Detroit, Mich. 
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Pittsburgh Reports Country Dealers 
; Helped by Early Spring Buying 


(Pittsburgh office of HARDWARE AGE) 


NUSUALLY mild weather for the time of year is stimulating 
interest much earlier than usual in hardware items associated 
with spring, and jobbers report a rather good movement of 


poultry netting, roller skates and garden tools. 


But the demand 


for seasonal goods is purely of a piecing-out character and the ordi- 
nary description of business in general is that it is only fairly active. 
City retailers are not very busy, but business with the country deal- 
ers is helped by the early interest being shown in spring goods. 


Prices do not change much. 


The recent revision of mill prices of wire products does not yet 
appear to have given that market much stabilization so far as nails 
are concerned, with one large local distributor selling carloads on 
direct mill shipment at $2.5714, base, per keg, Pittsburgh, as against 
the regular mill quotation of $2.55, and small lots at $2.75, against 
the usual resale small lot quotation of $2.90. Seemingly, $2.55 is 
not as low as the mills are going on nails, as there is a report that 
New York jobbers are selling carloads on direct from mill ship- 
ment at $2.55, base, Pittsburgh. Price reductions in wire prod- 
ucts do not seem to have filled the mill order books and accordingly 
there continues to be considerable competition for business. 


Steel prices generally remain favor- 
able to buyers, but it seems that it 
has been necessary for the steel manu- 
facturers to make prices attractive to 
consumers to bring about a recovery 
in demand, and apparently the desire 
to keep business coming along steadily 
precludes the possibility of any stiffen- 
ing of prices until requirements reach 
a size and necessity to enable manu- 
facturers to take a stronger stand. 
BATTERIES. — Recent revisions _ in 
prices by manufacturers now are re- 
fiected in quotations of local jobbers. 
Demand for batteries holds steady and 
strong. 


Broken Unit 
Packages Packages 
i: A «scmerene awe $1.05 $0.97 
i SE w¢seunesceeate ae 3.33 
DP THD cisedeeseeiasee 1.22 1.14 
DPD + sceduwsebemae 1.22 1.14 
Me 6endteeneaanee 1.40 1. 30 
PM sanceen «aie oedl 2.62 2.44 
Pk DE essahe tense ate 2.62 2.44 
TE Sree 3.17 
el Sree .42 .39 
Se. DE. Sens wane duced .40 35% 
No. 6 dry cells, ignition type unit 
packages, 32 4c. eac 
8 enentight. —No. 935, 9%4e. each : No. 
50, 9i4c.: No. 790, 18 Wg. No. TO05, 
Re No. 750, 18%4c.: No. 7 st. 25c. 
Shot.—No. 1461, $1.67; No. 


1662. $2.37 
BOLTS, NUTS AND RIVETS.—Very 
steady demand is reported, with prices 
showing marked firmness for bolts and 
nuts, but with much irregularity still 
noted in rivet prices. 


We quote out of jobbers’ stocks as 
follows: 

Machine bolts, small rolled threads. 
50 and 10 per cent off list: all sizes 
cut threads, 50 per cent off list: car- 
riage bolts, small rolled threads. 50 
per cent off list; all sizes cut threads. 
45 per cent off list: stove bolts, 75 
and 10 per cent off list: tire bolts. 40 
and 10 per cent off list: nuts. hot 
Eremeee square, tapped in 3-1b. boxes, 
%-in., $16 per 100: $-in., $14: %-in. 














$11; 1%-in., $10; %-in., $10; %-in., $8: 
g-in., $7.50: rivets, small wagon and 
te 60 per cent off list. 


BUILDERS’ HARDWARE.—Some ir- 
regularity still is noted in prices, but 
in the main the advanced prices re- 
cently named by leading manufac- 
turers are becoming established. Busi- 
ness is fairly active, and one big job 
looms just ahead in the addition to the 
William Penn Hotel, Pittsburgh, which 
will contain 1000 rooms. Jobbers quote: 


Butts.—Ball tip, plated, dull brass 
and antique copper, less than case 
lots, 3 in. x 3 in... $17 per 100 pair; 
3% in. x 3% in., $17.50; 4 in. x 4 in., 
strap, 6 - in., 


Hinges.—Heavy 
, $2.47; 


per doz.; 8-in. 
extra heavy T, 6-in., $1.87 per doz.: 
S-in., $3.18; 10-in., $4. 48; light strap, 
with screws, packed one pair ina 
box, 3-in., $9. 7 per 100 pair; 4-in.. 
$11.20; light T, 3-in., $10.67 per 100 
pair; 4-in. ., $12.60. 


Hasps.—Hinge, without screws, sin- 


gle dozen lots, 3-in., 64c. per doz.; 
4%,-in., T76c.; 6-in., $1; safety, 3-in., 
9ic. per doz.; 4%-in., $1.14; 6-in., 
$1.60. 


_ Garage Sets.—Swinging hinges, 10- 


n., $2.50 per set. 
FERTILIZERS.—Steady expansion in 
the demand for fertilizers is noted. 
Mild weather seemingly is turning 
thought to soil preparation. Jobbers 
quote: 


Old Gardener, 
doz.; 5-lb. pails, 
buckets, 70c. each. 


GARDEN TOOLS.—Orders against 
early contracts are coming fairly well. 
Jobbers quote bowed garden rakes, 14- 
tooth, $9 per dozen, and spading forks 
from $10.80 to $21 per dozen. 


ICE CREAM FREEZERS.—Shipments 
against early orders are reported to be 
good. 


1-lb. cans, 


$2.05. per 
45c. each; ’ 


10-lIb 


Reading matter continued on page 74 





Jobbers’ quotations to retailers 


f.o.b. Pittsburgh: 


Alaska Freezers.—i1 qt., $2.95 each; 
2-qt.. $3.45 each; 3-qat., $4.10 each; 4- 
qt., $5 each; 6-at., $6.30 each; 8-qt., 
$s. 20 each; 10-qt., $10.75 each; 12-qt., 
$14 each; 15- -qt., $17 each, and 20-qt., 
$21.50 each. These are list prices 
which are subject to a dealer’s dis- 
count of 20 and 10 per cent. 


Alaska oe & a Freezers.—1-at., 


$3.25 each; $3.90 each; 3-qt., 
$4.65 each; Le =" $5.70 each: 6-at., 
$7.25 each; “Tt $9.35 each; 10-qt., 
$12.50 each. hese are list prices 


which are subject to a dealer's dis- 
count of 20 and 10 per cent. 


White Mountain Freezers. — 2-at.. 


$5.60 each; 3-qt., $6.75 each; 4-qt., 
$8.25 each; 6-qt., $10.45 each; 8-qt., 
$13.50 each, and 10-qt., $18 each. 


These are list prices and are subject 
to a dealer’s discount of 50 per cent. 


Blizzard.—1-qt., $4.65 each; 2-qt., 
$5.50; 3- -qt., of 50; 4-qt., $8; 6- -at., $10: 
8-qt., $1 10-qt., $17; subject to a 


discount oe 55 and Tl, per cent. 
Lightning.—1-qt., $4.65 each; 2-qt., 
$5.50 3-qt., $6.50; 4- at., $8; 
8-qt., $13; 10-qt., 
ject toa discount of 55 per sent. 


Auto-Vacuum MH ree rats — No. 1, 
$3.33 net; No. 2, net: No. 3, $5.33 
net, and ‘No. 4, $6 67 net. These net 


prices to dealers show a discount of 
33% per cent off list. 

Acme Freezers. — Bright galva- 
nized, tapered, 2-qt., $8 per doz.: 
same size, enameled ‘galvanized, $10 
per doz.; 4-qt. size, enameled-galva- 
nized, $18 per doz.; and 1-qt. size, 





Junior enameled, $4.80 per doz. These 
are net prices to dealers. 

Arctic Freezers.—i-qt., $4; 2-qt., 
$4.60; 3-qt., $5.55; 4-qt., $6.80; 6-qt., 
$8.60; 8-qt., $11.10; 10-qt., $14.80; 12- 
qt., $16. 65; 15-qt., $23.30. These are 


list prices. Jobbers quote dealers’ 

discount of 50 per cent off this list. 
PAINTING SUPPLIES.—Turpentine 
continues to weaken in price, showing 
a further drop of 3c. per gallon since 
a week ago. Other items are wun- 
changed. Business is slow, although 
probably no quieter than usual at this 
time of year. 


Prices to retailers: Ready mixed 

ints, best grades, $2.85 per gal- 
on; lower grades, $2.25; white lead, 
14\c. per Ib. in 100-Ib. lots; 10°per 
cent less ifi lots.of 500 Ib. 6r more 
and extra 4 per cent less in lots of a 
ton or more; turpentine, 9lc. per gal. 
in barrel lots; raw linseed oil, 12.6c. 


per Ib. in barrel lots. 
POULTRY NETTING.—tThere has 
been weather suitable for inclosing 


poultry yards and a good demand for 
netting. Jobbers quote ordinary lots 
of galvanized netting at 50, 10 and 10 
per cent off list before and 50 and 10 
per cent off list after weaving. 


POULTRY SUPPLIES.—tThere is con- 
tinued good demand for poultry-rais- 
ing supplies. Jobbers quote: 


reg No. 1, $26.25 each: No. 

$31.15; No. 3, $40.43; No. 4, $47.60: 
No 5. $74. 90; No. oy E, $11. 55; No. 16 

$19. 25; No. 17 E : brooders, 
Bm No. 20, each: No. 21, 
$10.85; No. 22, $13.30; blue flame, No. 
80, $14: No. 81, $15. 75: coal burning, 
No. 117, $15.05; No. 118, $18.55; No. 
119, $21. 


ROLLER SKATES.—Strong demand 
still is noted for roller skates, weather 














———E 
: Ree ee 








February 24, 1927 


Ls eae 


ia AR CE ee me money oa) Ses ene any SG ee ae 
x A AS aa, Spa A Sth ed, ARE Sere tae ak... es Ree 
= ial ee he oat Rg ee. eee, Ne MR RO en ar 



































HARDWARE AGE 














one of these methods will take care of any condition 


yy cannot make a mistake installing garage 
doors if you specify R-W hardware. R-W 
experts have perfected several methods that meet 
all requirements. Two are illustrated here. 

Slidetite equipped doors (above) are so easy to 
operate that a child can open and close them. 
All the hardware is inside the garage where it 
will work better and last longer. 

Slidaside (below) is frequently the method 
specified when a garage is not deep enough to 


fold the doors inside. They slide around the 
corner against the wall, regardless of the distance 
from door jamb to side wall. 

R-W garage door hardware eliminates center 
posts, leaving a clear and unobstructed full width 
opening. Doors are adjustable—always fit snug. 

R-W door hardware, the largest and most 
complete line made, solves any and every door- 
way problem you'll ever meet. 





AURORA, ILLINOIS, U.S.A. 


New York Boston Philadelphia Cleveland Cincinnati Indianapolis St.Louis New Orleans 
Chicago Minneapolis KansasCity Los Angeles SanFrancisco Omaha Seattle Detroig- 


Montreal - RICHARDS-WILCOX CANADIAN CO.,LTD., LONDON, ONT. - Winnipeg 
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Slide the doors inside 
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being favorable for their use. Jobbers 
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WIRE PRODUCTS.—Nails continue . Bechet ie (per 80-rod spool) Es ws 

quote: weak, and with some low resale prices 3-point hes soles Uae shia: 3.20 
Roller Skates. — Union Hardware appearing, it is evident that the mill ia ag oeseeeereeees teeeee et 
Toc: No. 0” $105 ewe t NO-g8: | Price reduction did not stop at $2.55,/ 2 point cattie (special) ..2211211 2.25 
Winslow line, No. 38%, $1.50; No. 38, base, per keg, Pittsburgh. Price un- Field Woven Wire Fence (per 100 
$1.60. settlement in wire products at this time aed ‘ites 
SHEET STEEL.—Galvanized sheets | °f Ye@r_is helpful to business, as those | = jg47-g 1122329200222 
have been further cut in price, this in| W2° might be disposed to order are Lt) a 27.10 
keeping with the continued decline in| ™¢lined to delay. er, serene wees ese eee 
mill prices. A... quote from Pittsburgh jobbers’ SED ‘abiwetschiecnsinesvanieee 48.25 

Ss: 
Poultry: 
Prices out of Pittsburgh jobbers’ Fence Wire 
stocks: Galvanized flat, No PP ped (Per 100 Ib.) Annealed Galvanized No aes Sev eseeee ests enenceseosse .$35.60 
png Fd BF corrugated No. Ho. $ to 9 gage ......$3.00 $3.45 PE suis vcauvcavagunsensind eee 
. -» $4. rs : “ee aes t d . 
pass cold rolled biack, No. 24 gage, ee 310 3°65 See Penes Pests: Geenaeen see 
$4.10 base per 100 Ib. Armco Ingot DERE 0sinwen ouaeeunie 3.15 3.65 bular: 

iron galvanized flat, No. 24 gage, og ae rcens te al 3.25 3.80 ia eer err re 50c. each 
$5.70; Toncan metal galvanized fiat. ID et re a 3.35 4.00 | Ee er eee 55c. each 
No. 24 gage, $5.70; all for lots of one I oe oe 3.55 4.25 , (aera 65c. each 

to nine bundles. DEE. csenche wan tduod 3.75 4.45 Bright nails, base, per keg, $2.90. 





Those Old Accounts—Are They Dead or Sleeping? 


LMOST every hardware store carries on its old 
A ledger pages accounts which were once active 
and profitable. For reasons that are varied as 
the accounts themselves they have ceased to function, and 
few if any efforts are expended to find the reason. Many 
of these accounts are still capable of being stirred into 
active, everyday use, if the merchant will take the trouble 
to ascertain just why the business formerly conducted 
with these customers was discontinued. 

There may be any number of reasons. The ‘customer 
may have moved to another address not so convenient 
to your store, he may have been lured to a competitor 
by lower prices and feels backward about coming to you 
again, after finding a lower grade article, or he may have 
been offended by some inattention or untoward incident 
that took place in your store, unknown to you and not 
rectified. 

If the customer has left the town and cannot be 
interested in your merchandise by mail or telephone and 
is no longer available as a customer, you may feel that 
you have left no stone unturned in the way of business 
building efforts. But if he is still within reasonable dis- 
tance from your store, you should locate him by phone, 
letter, or personally and find out exactly why he is 
buying his hardware from someone else. 

It may be that a mere renewal of acquaintance will 
again place him among your customers, or it may be 
necessary to straighten out some minor difficulty to 
accomplish this result. Perhaps your man may not 
capitulate at once, especially if he imagines he has been 
injured, but after you have made your effort, he may 
be the one to come to you. 

Getting customers on your books costs money and 
something should be done to keep them there when you 
have once placed them there. It is not so difficult to do 
this. You or your bookkeeper can sort out the old 
accounts in spare time, making memos as to how long 
they were on the books originally, when they were finally 
discontinued, and the customer’s promptness in paying 
his bills as a guide to the desirability of again opening 
the account. In the case of cash customers the in- 
formation concerning them is also of value. 

When a friendly feeling has been established with the 
customer, attention may be called to special items that 
you may: be showing at the time and a promise obtained 
to again visit the store and resume old relations. If a 
solicitor is sent out, care should be exercised to obtain 
one whose qualities of tact and courtesy is without ques- 
tion. When a letter is written, be sure that it rings true, 


and put your own real personality into it, that the result 
desired may be obtained. Something like this might be 
sent out either as a letter or postal card: 

Dear Sir: 

We’ve missed you lately from among our old cus- 
tomers, and we’ve been wondering if there has been any 
neglect or fault on our part that could have been 
remedied. We have always appreciated your trade and 
would like to see you back with us again. 

We are giving the same good value here at the store, 


- and all we need to make the old place seem like home is 


to have you as a regular visitor again. 

Won’t you mail the enclosed postal card today, or call 
us up personally, and let us know if anything is wrong? 
Cordially Yours 

A good and desirable customer will be reasonable, 
and there is always a way to approach him. Suppose 
you try this one. 





Retail Store Camaraderie 


NCE in so often some news- 
paper “sob-sister,” as the class 
is called, comes along with a strong 
and sentimental article the big moral 
of which is that there should be a 
better and bigger spirit of comrade- 
ship between parents and children, 
resulting in the latter naturally and 
normally gravitating to the former 
with all their many, little (but to them big) problems. 
But, fine as this thought is, it should be carried a step 
further into another human relationship, that between 
employer and employee. As splendid a thing as it is 
for children to make free confidants of their parents, 
knowing that they will be certain to get sound and 
sympathetic advice, it is scarcely less splendid when 
something of the same relationship can be established 
between retail employer and retail employee. 

There are too many employees in retail establishments 
who are not nearly at their full efficiency by reason of 
some personal problem which might disappear like the 
snow before the April sun if the right sort of advice 
could be brought to bear upon it. In those instances 
where the employer is not himself in a position to offer 
what he is certain is the soundest advice, he can un- 
doubtedly take steps to put the employee in touch with 
others better capable of giving it than he. 
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The Sign of Quality 
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Whether or not you believe in Signs, the meaning of the Columbian Dealer Sign 
cannot be mistaken. 
It signifies that the Dealer, in whose store it is displayed, handles 


Columbian ("ii Rope 


Pure Manila 
the kind that the customers want when they ask for that Rope which has the red, white 
and blue Tape-Marker in one of the strands. This Guaranteed Rope is one of the easiest 
brands to sell, not only because it is so well known, but also because rope users have 
learned that they cannot make a mistake in buying a Rope which has such a backing as 
the manufacturer gives Columbian. 


Every hardware store selling Columbian Rope should conspicuously display this 
Dealer Sign—the Sign of Quality. If you do not sell Columbian, have your Jobber ship 
you this brand on your next order. 
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Columbian Rope Company 
352-80 Genesee Street 


Auburn, “The Cordage Ci'y,’ N. Y. 














New York Chicago Boston New Orleans 


Branches: 
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be known as a snare drummer? 


Wife—“The maid has just given notice; 
she said that you spoke insultingly to her 
over the telephone yesterday.” 

Husband—“Great Scott! I thought I 
was speaking to you.” 





It takes about 1500 nuts to hold an auto- 
mobile together, but it only takes one to 
scatter it all over the landscape.—Safety 
Bulletin. 





Judge—“Do you wish to marry again 
if you receive a divorce?” 

Liza—“Ah should say not. Ah wants to 
be withdrawn from circulation.” 





An attorney who advertised for a chauf- 
feur, when questioning a negro applicant, 
said: “How about you, George; are you 
married ?” 

“Naw, sir, boss; naw, sir; Ah makes 
my own livin’.”.—Home Store News. 





The evening lesson was from the Book 
of Job, and the minister had just read, 
“Yea, the light of the wicked shall be put 
out,” when immediately the church was in 
total darkness. 

“Brethren,” said the minister with 
scarcely a moment’s pause, “in view of 
the sudden fulfillment of this prophecy, 
we will spend a few minutes in silent 
prayer for the electric lighting company.” 
—Boston Transcript. 





Teacher—‘Who can give me a sentence 
using the word ‘Avaunt’?” 

Little Abie—“ Avaunt what avaunt when 
avaunt it.” 


A small boy, who was asked if he had 
licenses on his two dogs, replied that one 
of the animals was full of them. 


Mrs. Smith (after ten minutes’ conversa- 
tion)—‘‘Well, Mrs. Brown, I must be get- 
ting along to the plumber. My husband's 
home with his thumb on a burst pipe, wait- 
ing till he comes.” 





It is better to be silent and thought 
dumb than to speak and remove all doubt. 


THOSE TRAVELING SALESMEN 
Would a salesman out on the road with a line of steel traps 


Finklestein was a good customer of Abe 
& Mawruss, manufacturers of ladies’ 
dresses. He was, however, getting lax 
about his payment of invoices, and Abe 
suggested that Mawruss write him a 
strong but diplomatic letter calling his 
attention to this laxity. Mawruss worked 
for several hours over the letter, then 
showed it to Abe for his approval. After 
reading it over carefully, Abe said: “By 
golly, dot’s a wonderful letter—strong and 
to der point, aber not personal or insult- 
ing. But you got a couple of mistakes 
in it, Mawruss. ‘Dirty’ you should spell 
with only vun ‘r,’ and ‘cockroach’ begins 


mit a ‘c’. 





Artie—“May I ask you, sir, if you think 
your daughter would make a_ suitable 
wife?” 

Lawyer Baggum—‘No, sir, I don’t think 
she would. Five dollars, please.” 





He—“They’ve lovely mushrooms in this 
hotel. What d’you say we get. some.” 

She—“Don’t bother; we can use the 
parlor when we get home.” 





Boss—“Never let me catch you smok- 
ing in the store again, young man.” 

Clerk—“I—I tried not to let you catch 
me this time, sir.” 





With some of them looking like this 





( )-and some of them looking like 
this ) ( they still wear short skirts. 
“What’s the fuss in the schoolyard, 


sonny?” asked a gentleman who was pass- 
ing a ward school. 

“Why, the doctor’s just been around 
examinin’ us, an’ one of the deficient boys 
is knockin’ the stuffin’ out of a perfect 
kid.” 





“Since I bought a car I don’t have to 
walk to the bank to make my deposits.” 

“Ah, you ride there ?” 

“No, I don’t make any.” 





“Do I really need brushing off?” asked 
the passenger in the Pullman. 

“Does you?” exclaimed the porter with 
great emphasis. “Boss, Ah’s broke.” 
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Or possibly a trap drummer? 


“Aren’t you nearly ready, dear?” 

“I wish you wouldn’t keep asking that 
question, Clarence. I’ve been telling you 
for the last hour that I’ll be ready in a 
minute.” 





“Funny how he is so lucky at cards and 
then loses his winnings at the race track.” 

“Not so very funny. They won't let 
him shuffle the horses!” 





“Clothes give a man a lot of confi- 
dence.” 

“Yes, they certainly do. I go a lot of 
places with them that I wouldn’t go with- 
out them.” 





Business Man—‘Do you understand 
double-entry bookkeeping ?” 
Applicant—“Double entry! Why, at the 
last place I had to triple entry—a_ set 
for the active partner, showing the real 
profits; another set for the sleeping part- 
ner, showing small profits, and still an- 
other set for the income-tax collectors, 


showing no profits.” 





“Why does Mary call you maple syrup?” 
“Because I am such a refined sap.” 





Sergeant (angrily)—“Button up that 
coat !” 

Married Recruit 
“Yes, my dear.” 


THINGS THAT REALLY MATTER 


“Is he really looking at me?” 

“How fast can the old hack 
travel?” 

“How may I know if she really loves 
me ?”’ 

“Would my hair 
shingled closer ?” 

“Can we really afford not to live in this 
neighborhood ?” 

“Is the show really risque?” 

“Is this really good stuff?” 

“Do you think this skirt is really short 
enough ?” 

“Yes, my dear, I really danced with the 
Prince of Wales.” 

“Did she really say that about me?” 

—M. E. B., in Life. 


(absent-mindedly )— 


really 


really look better 
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The Display Stand 
Is Included! 


Order the 52-item group of Viko uten- 
sils shown here for $39.75. Your margin 
will be $17.20 or 30 per cent on the fair 
retail selling price (a little more in the 
far west and south). To help you sell we 
include a window trim, display card and 
150 invitation letters for mailing. 

In addition, the handsome $12.50 dis- 
play stand pictured above—an invaluable 
aid in selling—is included with the mer- 
chandise. Ask your jobber. 
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Aluminum Goods Manufacturing Company 
Manitowoc, Wis., U.S.A. 


VIK: 


The Popular Aluminum ¢ The BEST COOKS use 
Sigs saan tga sa Sansa XTon sa anes Aluminum 
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tee is a quality 
claimed by many and possessed by 


few. 


The dependability of Opal heavily 
zinc-coated-after-weaving Wire 
Screen Cloth has been proven by time, 
to the satisfaction of wholesalers, 
retailers and users. 


In the Wire Screen Cloth industry it 
is everywhere recognized that OPAL 
is the nearest recorded approach to 
absolute perfection. | 


See that the trade mark name OPAL 
is on the label and on the identity tag 
attached to end of each roll. 








NEW YORK WIRE CLOTH CO. 


Manufacturers of golden and antique bronze. bright copper. 
zinc-coated and black enameled screen cloth- 


342 MADISON AVE. NEW YORK Works -York.Pa. 
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HOURS OF  ( 
ADDED PLEASURE * 


{Afternoon Freedom} 


} 3 pownas to enjoy this new economy and new kitchen 
convenience, together with many happy hours of 
added leisure which this cooking method makes 
possible. LireETiME waterless cooking ware not only 
greatly reduces kitchen labor but also conserves food 
values in the preparation of the daily diet and acts 
as an aid to digestion and better health. 


COOK te 
WATERLESS 
WAY 


It is the responsibility of the housewife to cook the 
foods that safeguard health in the home. Cooking 
foods in their own natural juices [the waterless way | 
conserves the rich delicious mineral matter includ- 
ing vitamines and mineral salts. Housework ceases to 
be drudgery and waterless cooking, in the thick sheet 
LireTIME utensils, makes possible better health and 
better food for the whole family. 


LireTime dealers can supply Liretime waterless 
cooking ware, made to serve as long as you live 


ALUMINUM PRODUCTS COMPANY 
La Grange, Ill. Oakland, Calif. 







. 
(ee 
4 24 2 




















Name 


WEIGHT 


“The BEST COOKS use 


Aluminum 




















Aluminum 

Products 
Company, 
Send me your 
free sample miniature 
size LireTIME sauce pan 
showing correct thickness 
for waterlesscooking. Postage 


prepaid. No obligations. 





To Dealers: This is a reproduction of LIFETIME 





Address. 





National Advertising for March, 1927 





Actual Size 3% in. over all. 
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New Adventures of 


Burgess Batteries 


URGESS dealers have a story to tell—story of 
adventure — romance —hardship— victory! Tri- 
umphs of American courage and American equipment. 


That Burgess Batteries were specified by these most ex- 
perienced engineers and explorers in these glorious adven- 
tures is building an increasingly profitable battery business 
for Burgess oe 


Burcess BATTERY COMPANY 


GENERAL SALES Orrice: CHICAGO 
Canadian Factones and Offices: Niagara Falls and Winnipeg 
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BURGESS BATTERIES 
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Installment Selling and Red Ink 
and Black 


N selling merchandise on credit or installment, I see 

no reason why we should not use the same precau- 

tions as the successful banker does, who loans money. 
Banks are not going to quit lending money because 
people are in debt—that is their only way of making 
anything. Why should we quit it? And if we will 
exercise proper judgment and care, there is absolutely 
no reason why we should. We are in the best position 
right now, that we have ever been, to meet mail order 
and chain store competition. 

Some of these people who have been sending their 
money away for the profit bearing merchandise and 
buying staple lines from us, are coming to the end of 
the row, and they need our assistance this year, which 
we are proud to render. 

The first thing for us to do is to tell the people that 
we are ready to meet competitive prices on equal basis 
with any mail order house or chain store. We can and 
we must; and now while cash is a little scarce and times 
are a little hard, is the time for us to do it, and don’t 
fail to advertise your prices. Not on staple lines, no, but 
on the same lines that are sold principally by the mail 
order houses—their bargains, if you please. In other 
words, their baits which they are handing out to the 
public. 

We have found by comparison, recently, that we are 
selling cheaper than the mail order houses are. We 
made a comparison on one hundred items and found 
'that our prices were the lowest in the aggregate. Now 
‘in advertising, be certain that your prices are right 
and then demand the cash for the advertised items. You 
may not make much profit or you may not make any- 
‘thing at all, but get them to coming your way—that’s 
what the mail order houses did to us, in 1920. Fill your 
show windows with bargains and put the price upon 
every item, and the next time a window of such items 
as are profitable and difficult of comparison. Put the 
price on each of those items—don'’t be afraid of your 
prices. You are as well posted on values, no doubt, as 
your customers, undoubtedly, and you could not remove 
the cost and selling prices of your stock of merchandise 
and last very long. You would certainly know the prices 
on a great many items, more than your customers know. 
Then why ,be scared to make a profit? You will miss 
‘sales occasionally, of course, and you would do that if 
-you sold at cost. From this day on, my firm will get a 
profit, or keep the goods. Not on every item, but most 
of them. Just enough items at bargain prices to get 
‘them coming, and enough items bearing profit, to make 
us money. The way it has been in my store, we have 
heen afraid to get a profit. Half the time we did not 
know where we were. I*rom now on we will be like the 
‘negro who was asked which he would prefer if killed 
bv accident; on a railroad, or be drowned in the ocean. 
| He said, “Railroad, every time.’ And when asked why, 
he said, “If drownded in the ocean, whar iz you? If in 
a railroad wreck, dar you iz.” Now I am very much 
like the darkie in that respect—I want to know where 
am and not ““whar iz you.” And I am going to know 
from this on. If I am going broke, | want to know it 
before the Sheriff takes charge. 





Hamp WILLIAMS. 





| Your display windows are salesmen. Silent ones, 
| it’s true, but capable of doing effective sales work, for 
‘all that. But are you treating them as salesmen? 
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Window display by Graff Brothers, Pittsburgh, which helped 
further the Bird House Contest. 


Winning Good-Will Through 
Donation of Window for Bird 
House Contest 























HE annual bird house contests conducted by the 

Pittsburgh Chronicle Telegraph, Pittsburgh, Pa., 
were inaugurated in 1917 and have probably been the 
most successful educational campaign ever conducted by 
a newspaper over an extended period of time. In the 
first contest there were about eight hundred bird houses 
made by boys and each year has shown a steady increase 
in the number of contestants; last year there were more 
than eight thousand bird- houses, feeding stations and 






































bird baths made by boys of western Pennsylv ania—and 

the contest this year has exceeded the one last year by UR National Advertising on Arcade Crystal Coffee 

a thousand contestants. Mills will boost your sales! To over a million and 
Leading merchants, private citizens and industrial or- a half readers, Good Housekeeping is carrying a message 

ganizations in the Pittsburgh district contribute valu- that will bring you actual sales not only to your old cus- 

able prizes each year to encourage this valuable educa- tomers, but new ones as well. lor three months— | 

tional feature for the boys and girls. A social club is February, March and April, this adver- 

formed of those entering each year—every summer a tising will be directed to your buying 

picnic is held and numerous theater parties are given public, showing them *‘that the fresher 

during the year. The club is known as the Tele Bird the grind—the better the coffee.” Order 

Club. your stock of Crystal Coffee Mills now! 








Among the valuable contributions this year to the con- 
test was the donation of an entire window by the hard- 
ware firm of Graff Brothers, Inc., in which a beautiful 
display of the wonders of the trip to Washington, offered 
as a prize, was shown, in addition to the many other 


Also ask for our beautiful white 
enamelled display stand with coffee- mills 
attached. The display stand is free; 
mills only billed at regular prices. 


worth-while awards. A reproduction of Graff Brothers The No. 4 Arcade Crystal Coffee Mill 
bird contest window appears in connection with this ing calles, The wa te Satchel In whites bios 
article. We are told that the window attracted con- pl Fr pence Pe ag on mot Re sey line 
siderable attention and that the firm was given wide- — re ee 





spread free publicity throughout the Pittsburgh district. 
The firm believes this stunt to be one of the best it has 


Ask us for catalog. Write your jobber for prices. 





ever participated in and it not only gained the good-will ARCADE MANUFACTURING CO. 
of the younger generation, but also that of the parents Freeport, Illinois 
of the thousands of entrants. 

Two other Pittsburgh hardware firms participated in | 
this annual Bird House Contest Idea, namely the Beichley : 
Hardware Company and the Voegtley Hardware ’ 
Company. . 

These firms are very enthusiastic in their praise of wm RoW ee 
the idea as a publicity getter and are looking forward to end TOY. 
do more in next year’s contest. 
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For the convenient hand- 
ling of shelf hardware. 
A strong, attractive box 
at lew cost. 


Made in an assortment 
of sizes to fit every hard- 
ware need. 


Write for NEW Itlustrated Price List 


THE GREEN CO., 250 W. 57th St., N. Y. 











Russell Jennings 


Auger Bits 







Patented by 


aekaeiaies Mr. Russell Jennings 
Electricians in 1855 
Auger Bit 


Quick Boring Thread 
Single Lip and Spur 


Russell Jennings Mfg. Co. 
Chester, Conn. 











“KEYCO” Sure Grip Pipe Wrench 


Wonderful grip. Super strength. Made from 
Alloy Steel heat treated by our own process. 
Light and handy—can be used with one hand 
on pipe, nuts or studs. Instant release. Sizes: 
7 and 9 in. Widely adaptable. “Keystone 
quality.” Write for Discounts. 


The Keystone Manufacturing Co. 
Sales Representatives—Surpless, Dunn & Co. 


Buffalo, N. Y. 


New York Chicage 








When a customer says: ‘Night Latch” 


show him our 
locking door 
knobs. It takes only 
three minutes to 
remove ordinary 
knobs and replace 
them with our 
Knobby-Lock. No matter how 
thick the door, no drilling or 
cutting is necessary. When attached our 


Knobby-Lock Night Latch 


presents an attractive appearance and as it 
has a Five Tumbler Cylinder it gives him REAL 
protection—a sturdy lock with two keys. 


Write for introductory offer. 


ADVANCE MFG. COMPANY 


620 St. Antoine St., Detroit, Mich. 
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The Good Old Times 


(Continued from page 39) 


dressed. He wore expensive jewelry, but all of his 
past life was open to me like a book; also the lives of 


his ancestors ! 

From Missouri, I was transferred to Kansas. My 
headquarters were in Salina. Out in this part of the 
world about half of my customers were exclusive hard- 
ware dealers and the other half were general stores. 
There were no mail-order houses, no chain stores, no 
telephones, no automobiles, no radios. There was one 
standard type of hardware store—shelf hardware on 
one side in boxes, with the hardware sample on the box, 
heating and cook stoves in the middle of the room and 
tinware and housefurnishing goods on the other wall. 
Sometimes*hardware stores also carried guns, fishing 
tackle and sporting goods. Many hardware stores car- 
ried quiteé-@ complete stock of harness, whips, horse 
blankets and lap robes. The farmers came to town 
in wagons—not spring wagons, either—just farm 
wagons. In these wagons they placed wooden kitchen 
chairs and on these chairs they placed quilts or com- 
forters. On these seats their families bumped over the 
terrible roads to town. 

In the towns the sidewalks were all plank. This was 
before the days of concrete. Over the sidewalk there 
was usually a shed to keep off the sun in the summer 
and the rain and the snow in the winter. Along the 
posts supporting this shed was the hitching rail and to 
this hitching rail the farmers tied their teams. When 
the farmers came to town and business was brisk, long 
lines of horses were tied to the hitching posts in the 
place. When business was dull, the towns were empty. 
In Kansas you could stand in the center of a town’s 
main street and gaze out into the far-away prairie in 
either direction. 

Here in Kansas, as time passed, I found that the mer- 
chants did occasionally have a little curiosity about what 
goods were worth. I suppose at this time that I priced 
possibly 25 per cent of the items on my orders. Every- 
thing depended upon whether we had rain or not. If 
we had plenty of rain at the right time and if there were 
good crops, business was good. If a drought happened 
to ruin the corn crop and if we had hot winds come up 
from Texas, that meant a lot of failures, slow collections 
and bad busiriess. 

This was at the time when railroads were being built. 
very fifteen miles on the new road a new town would 
spring up like a mushroom. This meant the sale of 
two new stocks. Selling new stocks was the great out- 
door sport for hardware salesmen. In those days, as 
salesmen, we had never heard a customer called a 
“prospect”; we did not know anything about the 
“approach” and had never heard of the “psychology” of 
salesmanship! I wore a slouch hat, a blue flannel shirt ; 
| seldom shined my shoes; I shaved every Sunday morn- 
ing, whether I needed it or not, and my ability to sell 
goods was limited only by my physical endurance to get 
from place to place and write down the orders! 

In some of the larger towns, such as Topeka, Law- 
rence, Salina, etc., at this time they were developing 
some very well arranged retail hardware stores. I will 
never forget one occasion when I was assigned one of 
these larger towns, on which a customer actually had 
the nerve in buying his first bill from me to pull a price- 
book and show a decided interest in a price on every 
item! This was a new experience which, to me, was 


very shocking! 
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Allow me to say, however, in passing that when I 
review the retail hardware merchants I have known, 
I have never known one of these very close buyers— 
that is, a man whose mind dwelt especially on close buy- 
ing, to ever make a success. Practically every one of 
my close-buying customers failed. Now, you can take 
this statement or leave it, but it is the absolute truth. 
I could state name after name of merchants who, in my 
experience, were known as very close buyers. Not one 
of them ever succeeded. As I look back and review my 
lurid past in the hardware business the greatest successes 
in the retail trade have all been men who, while they 
naturally wished to buy their goods at the right prices 
and had good buyers—some of them—at the same time, 
devoted their main time and thought not to the buying 
but the selling end of their businesses. I have made 
this statement before on many occasions. When I was 
in the wholesale business I was accused of making this 
statement because I did not wish the retail trade to buy 
their goods cheap. Now I am out of the hardware busi- 
ness. I have none but a tender and fatherly interest 
in the business. Still, I repeat this statement, viz., that 
the money in all lines of business is made in selling. 
This does not mean that a merchant should not attempt 
to buy his goods cheap but it does mean that too much 
attention devoted to the buying end of the business is 
usually reflected in a retail business in weakness in 
selling. 

Now, I have written so much about Frederick the 
Great and Voltaire and Napoleon that I have used up 
my space and cannot tell all of the other things I have 
in my Albany address about the “good old times.” 
Those who like the “good old times” are welcome to 
them. These modern times, with mail-order houses, 
chain stores and installment buying are good enough 
for me! 

I believe in working while you work and playing 
while you play. I do not believe in the old ten-hour day 
with a lot of the time wasted. I believe in vacations, 
in the eight-hour day of intensive work. I believe in 
the five-day week: I do not believe that the worker has 
ever received the benefit of modern machinery. 

The country today is suffering from too much pro- 
duction. Prices are only maintained and profits kept 
on a satisfactory basis in those industries that are held 
up with some form of artificial support. All of us 
are entitled to more leisure. In pushing up production 
we must not forget that there also must be ability on 
the part of the nation to consume. 

I prefer to pay $4 for room and bath to the good old 
days when hotels only charged $2 per room, bath and 
food. I prefer the modern Pullman car to the old-time 
day coach. I would rather drive in a closed automobile 
than freeze, as I have frozen, driving in an open buggy 
across western Kansas in a blizzard behind a pair of 
mustangs. 

As I look back, there is no doubt that the people of 
this country are better housed, better clothed, more com- 
fortable, better educated and have more things, such as 
the movie and the radio, to give them pleasure and 
enjoyment of life than they have ever had before in the 
history of the country. Just look at our newspapers 
and magazines and compare them with what they were 
twenty-five years ago. I thank God that I am living 
today and I only regret that I will not be here one hun- 
dred years from now to see what will be happening then. 





“What is an optimist?” 
“One who meets the wolf at the door, and appears 
the next day in a fur coat.”—Gargoyle. 
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DMEOWTRE 


“Buffalo” standard hardware 
grade wire cloth is quick sell- 
ing because it is superior 
value—accurate mesh, uni- 
form selvedge, thoroughly 
galvanized, moisture does not 
harm it. We can also supply 
window screen wire cloth in 
black, galvanized or bronze 
wire. 


Write today for catalogue No. 8-A.B. 


BUFFALO WIRE WORKS CO., INC. 


518 Terrace ‘Formerly  Secheolere Ss) Buffalo, N. Y. 

















Paine Toggle Bolts 


“The Most Practical Toggle” 


~ 





Any Style Head, Any Length ra o 
Bolt. i 


Nickel Plated or Galvanized. 
Simplest and Quickest. 
The Toggle with the 
“Spring Wings.”’ 

Save Their Cost in Time and 
Patience. 


Samples on request—No charge 


THE PAINE COMPANY 
2951 Carroll Avenue Chicago, Ill. 


Stock carried. 33 Warren St., New York City, New York 
915 Bryant St., San Francisco, Calif. 

















Osborne High Grade Punches 





Belt Punches 
Spring Punches 


varied and attractive line for the Hardware Trade. Also: 
seamen Workers’, Trimmers’ and Upholsterers’ and Plumbers’ 
Tools. 
The above tools will please your customers, as well as »ur 
famous Round and Oval Puaches 


Arch Punches 
Revolving Punches 


Remember we have had one * hundred years of successful manu- 
facturing experience, employ only skilled workmen and use the 
finest quality of materials. 

We stand back of every tool we make. Try us. 

Write for Catalog 
Cc. 8. OSBORNE & CO., NEWARK, N. J. 
ESTABLISHED 1826 
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SS LESS / 3 Sell them to all 

- homes heated by 

warm air. Durable. Attractive. Easily ad- 
Fit all 


justable. Save fuel. Protect walls. 
size registers. Floor Shield retails 


at $1.50: Wall Shield at 75c. 


1140 BROADWAY. NEW YORK,NY. \ 
BUY FROM YOUR JOBBER 
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Sell this new operator for 


all casement windows 


It’s a new development—handsomer, quicker- 
acting, better built. Particularly designed for 
hotel or large building use, but equally good 
in the private home. Fits wood and steel case- 
ments of all makes and sizes. Gives the home- 
owner perfect convenience. Makes him glad 
he installed outswinging casements. 


Operates through a small hole in the frame 
of the window screen and allows the sash to 
be swung to any position and left there, posi- 
tively fixed in position. At least one part of 
each set of bearings is made of a tough, spe- 
cial bronze which resists wear indefinitely and 
cannot “freeze” due to corrosion. 


There’s a mighty good cash profit in selling 
Win-Dor—and a valuable good-will profit, 
too. For Win-Dor assures satisfaction with 
casements—and therefore with you. Send the 
coupon, without the slightest obligation. New 
circular and prices just out. 


Wine<Dor 
CASEMENT HARDWARE 


The Casement Hardware Co. 
406A North Wood Street 
Chicago 


_Be human; not mechanical. 


CASEMENT HARDWARE HEADQUARTERS 





| CASEMENT HARDWARE CoO. 


406-A North Wood Street 
Chicago, IIL. 





Operators for steel [and wood) casements. 





Please send me full details and prices of your new Series 25 Win-Dor 


Name — a ee a 
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A Practical Story of Retail 
Advertising 
(Continued from page 51) 


The lay-out must be prepared so it will balance, which 


_ will add much to the attractiveness and be easier to read. 


A long, narrow ad is more legible and easier to grasp 
than a wide, short ad, for it is more natural in compari- 
son with the columns of the news and is the natural 
way to read. 

Pictures are most essential. This is a picture age. 
l‘olks are trained, and like to see, study and analyze pic- 
tures. ‘This is proven by the great motion picture indus- 
try. Scientists tell us that the eye retains 72 per cent 
of what it sees, while the ear retains only 32 per cent 
of what it hears. Therefore, the picture, together with 
clean, honest copy will make a favorable impression on 
the mind of the reader and bring him to your store. 

Giving the price in large, easy-to-read type will make 
sales, for it establishes at once confidence in the pur- 
chaser’s mind and establishes faith of your honesty and 
integrity because you are not afraid to display the price. 

If it is not possible to use cuts then painted word pic- 
tures must be used, keeping in mind always that the 
thing you must do is to convey the idea so that it will 
go, first, to the mind of the reader as an idea, where the 
opinion is formed, and if a favorable opinion is formed, 
then a desire has been created and a sale made. 

The advertisement if properly prepared should serve 
as a sign for your place of business, as a show window, 
as a display of your merchandise, and carry a message 
of fair dealing, portraying the entire policy of your 
store. 

And last, but surely not the least, the advertisement 
must tie up with the window display ; must be seasonable, 
consistent and concise. All the efforts of advertising 
will fail in the end if the sales people are not wide awake, 
well informed, trained, serviceable and well disciplined. 
Here is the point of most vital importance. It is the 
sales people that will kill the result of good advertising 
if they fail to uphold the policy of the organization. The 
advertisement can create the desire and bring purchasers 
to the store but the salesman must close the deal and 
make the sale that puts the cash into the register. 

Good advertising has been the means and will continue 
to be the means of success for many retailers. There 
are thirteer! vital points that are essential to successful 
retail advertising, which are enumerated below: 

Analyze your community. Be sincere and honest. 
Be explicit, using short 
sentences. Study the article, using best selling points. 
Show what the article will do for the purchaser. Make 
it have a personal appeal. Make it attractive; balance 
the ad. Use pictures and prices. Be consistent; spas- 
modic advertising fails. Advertise seasonable articles 
early, then follow up. Tie up with window trim; edu- 
cate sales people. Sell yourself; give advertising a 
chance. 

Advertising will prove to be a super-salesman. It 
will produce gratifying results for the hardware retailer 
as well as it does for the drug store, department store, 
or for the mail order house. It is the important factor 


in merchandising ; will help combat the direct mail and 
chain store competition and solves a problem along the 
right road to success. 

Give it serious thought yourself and permit the ad 
writer necessary time to study the article intelligently, 
allowing him time for thought and concentration, and 
advertising will bring results and make money for you. 
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Fixtures That Always 
Look New 


RINGCO) =—s Fixtures are as good as new after long 
service because they are as durably made as 


possible. Solid brass—the metal of permanence 
BATH ROOM —formed into graceful and practical fixtures and 
finished in either nickel or pure white describes 


FIXTURES the RINGCe. Line and explains the long service de- 


rived from every item. 











Send for a copy of our large catalog. 


AMERICAN RING COMPANY, Waterbury, Conn., U. S. A. 


BRANCH OFFICES: 
New York, 2 Hudson St. Chicago: No. 29 E. Madison St. 
San Francisco, 116 New Montgomery St. Boston, No. 170 Summer St. 


“Sheel flame 


RA LDIANT HEATERS 














HAVE YOU EVER REALLY STUDIED THE IDEA OF THE 


KENNEDY SOLID SHEETFLAME? 


Have you ever made a test of the KENNEDY One of a line of four moderate-priced - erie 
HEATER for downright heating efficiency? The man oe 
who invented the phrase “Best By Test”? must have 
had in mind the Kennedy Heater—because in any fair 
and square test the Kennedy invariably delivers more 
heat. 


And why shouldn’t it? The solid sheetflame gives 
an unbroken, uninterrupted fire area clear across the 
front of the heater. That the “Solid Sheet Throws Out 
More Heat” is as mathematically certain as that 2 and 
2 make 4. When the solid sheetflame plays against 
the thick Kennedy GLOWERS, making them as in- 
tensely hot at the top as at the bottom, we have an 





intensity of heat that is a revelation to many who see 992 (5 Sections) 492 (4 Sections) 
this principle demonstrated for the first time. _— ae fe EQ Oe 


592 5 26” 19%” 8” 42 Ibs. 


KENNEDY SHEETFLAME RADIANT HEATERS Finished in Satin Ebony Black Japan, with brass-finished 


wings, fender, columns and legs. 


{f you are a merchant ask for my Dealer Proposition. If a retail gas appliance salesman, ask to be put on 
my mailing list for KENNEDY-GRAMS—a publication full of live sales hints. 


RADIANT HEAT CORPORATION of AMERICA 
The Shectfame “12 Lexington Ave. New York City 


Ad-Man Tue J. G. Waite MANacemEeNT Corporation, Operating Managers 
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; Get the 
Monarch Building 
Hardware Proposition 


and get your share of Building Hardware profits. Here is 
a proposition that takes the guess work out of bidding on 
a job. Your profit is assured because your price is assured. 
Your future is assured because quality is sure. 


Monarch offers the wide awake building hardware mer- 
chant a line made and guaranteed by a firm with more 
than 20 years experience building casement hardware. 
These are products of such unique simplicity in design 
that they can be offered to contractors with the full realiza- 
tion that labor cost will be lowered because more units 
per hour can be installed. 


MONARCH Control Lock 


for outswinging casement windows can be used on top or under the 
stool. Positive direct action in opening, closing or locking window in 
any position desired. Noiseless—No gears, keys or ratchets. Solid brass 
or steel heavily plated. 


os 
MONARCH Automatic Stay 


— > for in or outswinging casement win- 
—_S> dows, transoms, or pivotal windows 

| where locking feature is not needed. 

| Not necessary to take apart to make 











- MN adjustments or install. Friction in- 
f creased or decreased by slight turn of 
outer tube. Furnished in any finish 


desired. * 








| 
* 
t Se hit for doors, casement windows, tran- 
soms or any hinged opening. Friction 
2 adjusts by turning screw in pivot 
— SS nel plate. Friction is lasting. Made in 
—_—==— __ steel and solid brass. 


Monarch Casement Hardware comes to you fully assembled, packed in 
individual containers ready for installation. Made of the finest materials 
together with quality of manufacture and workmanship, they carry a 
guarantee that removes the question of service from your mind. Find 
out NOW what this proposition means to you—A request will bring 
you full details. 


MONARCH METAL PRODUCTS CO. 
4960 Penrose St. St. Louis, Mo. 


. Makers of the famous Monarch Interlocking Weatherstrip y, 




















oors that_silently 


function on GRIFF IN 
HINGES are an added 
source of comfort and 
satisfaction in any home 





Manufacturing Co 


ERIE PENNSYLVANIA: 


ranch Offices__, 
45 WARREN ST. NEW YORK 
74 W. LAKE ST. CHICAGO 
28 BINFOROD ST. BOSTON 
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TRUE-FIT 
SERVICE AND TAPPET WRENCHES 
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A TRUE-FIT Friend of Your Cash) Register 


ILWAUKEE “True-Fit” wrenches are strictly 
quality wrenches. .They are made of the 
highest grade of chrome vanadium steel, and 

will not break, bend, or spread at the jaws. 


Above illustration shows our wrench display 
board, which we furnish to dealers who stock our 
wrenches. This board is attractively painted in 
— red and black so that it will increase your 
sales. 


_“True-Fit” service wrenches are made up in all 
sizes, accurately milled to fit standard S.A. E. and 
U.S.S. nuts, bolts and cap screws. 


“True-Fit” tappet wrenches are much thinner than 
any standard wrench. They are designed especially 
for tappet attachment work. 


TRUE-FIT Tire and Rim Wrench 





Write for our Special Tool Catalog. 
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On the Right Track § 


The Dealer who stocks CLOVER en 
Brand Flint Sandpaper is on the right es 
track for quick sales and_ steady is 
profits. ae 
Clover Sandpaper is especially de- oe 
sirable for rapid work, because the ue 
Crystal Flint used is extra hard. It fe 
smooths a wood surface down in a et 
jiffy. This hard, sharp flint is ap- rit 
plied to the paper with much stronger nk 
glue than is used on ordinary sand- A 
paper. It stands more rubbing, lasts Cie 
longer, and enables carpenters and eh 
mechanics to accomplish so much ay 
more work in a given time that its use shin 
invariably becomes an economic habit. “si 
Send for SAMPLES—the Coupon tia 
is also a time saver. ve 
CLOVER MFG.CO. i@ 
110 Main St., Norwalk, Conn., U.S.A. 
A 


The Largest and Oldest Manufacturers of 
Abrasive Compeund in the World 


Clover Dealers Get Clover Business Service 
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Handsomely Decorated Ream Package 
Two Color Box Package 


for Display Purposes 


<< 
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or 
Bulk Consumers 
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. 110 Main St., Norwalk, Conn., U. S. A. 


Gentlemen: Please send us Samples of CLOVER |} 
Sandpaper and refer us to nearest Jobber. { 


ai i A 


Dealer’s Name 


Raikes a 
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Donley Screen 
Door Guards 


Every home-owner knows how quickly 
the screen in a new screen door sags and 
bulges. A few accidental blows by the 
elbow, hand or foot and the damage is 
done. 


Donley Screen Door Guards 


Protect the screen against acci- 
dental blows and knocks. 

They re-inforce the door. 

They prevent that shabby, worn 
appearance of a broken, bulging 
screen. 

They are easily applied in from 
three to five minutes. 

They are inexpensive, as they re- 
tail at a price of 75c. 





Not only are these guards used for screen 
door protection, but many sets are in service 
today protecting windows and plate glass 
doors. Many store and office doors are 
equipped with two or more sets as an inex- 
pensive insurance policy against a broken 
glass. 


Every home is a prospect for two or more 
sets of these guards. Stores and office build- 
ings add another market equally as large. 


Made in five standard sizes—26, 
28, 30, 32 and 36 inches long. 
Finished in dull black enamel. 


Order now for Spring Delivery. Donley 
Screen Door Guards are carried by the 
majority of leading Jobbers everywhere. 





The Donley Manufacturing Co. 
10585 Quincy Avenue, Cleveland, Ohio 


Manufacturers of the well known Donley Alsteel 
Hose Reels. 
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The Very Latest 
in Dish Drainer Design 





WS-115 Dish Drainer 





WS-50 Dish Drainer 


il 














Union 
Albion, 





SATISFACTION 


The WS-75A dish drainer 
is the popular rectangu- 
lar dish drainer that fits 
the sink or drain board. 
It has plate holders and 
a large silverware bas- 
ket. Made of heavy elec- 
tric welded steel wire 
with bright retinned fin- 
ish. Sells on sight. 


The New WS-I15 Dish 
Drainer is 16” long, 13%” 
wide, and is made of 
electric welded steel wire. 
It has a large silverware 
basket, is very practical 
and durable, and will ap- 
peal to every housewife. 
A live seller retailing at 


rote about 50 cents, with a 


good margin of profit. 


The WS-50 Round Dish 
Drainer holds the dishes 
perfectly for rinsing and 
has a large capacity. It 
will set inside a dish pan 
or down in the sink. 
Many stores have sold a 
gross of these drainers 
in one week. 


Write for Our New 
Catalogue 427 


Steel Products Co. 
Michigan, U. S. A. 


UNION 


hen 


Gass 
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We manufacture ————— 


Spruce Ladders. 





Spruce properly AIR 
DRIED is superior to any 
other material for ladder 
construction. 


Ras CO 





Our New Victor Step Lad- 
der for home use is in a 
class by itself. 


Our line includes Ladders 
for every purpose. We 





pay the freight. 























W. W. Babcock Co. 
Bath, N. Y. 





(‘ommon 


Extension Painter's Trestle Extension ‘Trestle 
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“Perfect 


BU a HATTA ET 





MUN LUI 


The “Tomorrow” Customer 


“Really don’t expect to buy today. I saw some of that 
Screen Cloth you have in your window, so I came in out 
of the rain—been putting it off ’til spring.” 


*» 
P Pe <r em | 
’ 
; ; 


. Uv. That’s something like the trend of conversation. He 
iNT LITE, should be encouraged! Tell him something about 
: KOLI | dit ‘ sie tinea te oe 

Ra te Perfect” and “Nikolite” quality and durability. 

[t won't take long to sell him. He wasn’t quite ready 
to buy, but “Perfect” was too much of a temptation to 
“put off ‘til tomorrow” what was just as easy to do today 
—with the assistance of “Perfect” a sale is made. 


| 
ay 


See your Jobber. 
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LUDLOW-SAYLOR WIRE CO. 
ST. LOUIS, MO. 


WAAL 
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“The Blade With the Reputation” 
Makers Since 1883 


CLEMSON BROS., INC. 
Middletown, New York 














February 24, 1927 


Makes You 


SOCKET WRENCH 
HEADQUARTERS 





With this carefully selected 
Walden- Worcester Assort- 
ment on your counter, your 
trade soon learns that you 
can supply any needed socket, 
“handle or attachment. The 
Cabinet offers a convenient 
and attractive medium for 
the display of the stock. 

In a word, an investment 
of only $54 makes your store 
Socket Wrench “Headquar- 
ters.” 

No. 1100 Assortment of 118 Parts, 

including 75 CHROME NICKEL 


Steel Sockets for Hex and Square 
nuts; Speeders, Offsets, Tees. 


Assortment No. 1100 Ratchets, Connectors, Universal 


Joints, Extensions, etc. Graded in 
proportion to demand. All parts 
interchangeable. Net price, in- 
cluding all-steel cabinet, $54. 


Write us for name of the Walden- 
Worcester jobber and for Socket 
Wrench Catalog No. 50 


STEVENS WALDEN-WORCESTER, INC. 


Mires. of Walden-Worcester Wrenches 
and Stevens “‘Speed-Up’’ Tools 


Worcester, Mass. 

















Show More, Sell More! 





Carrick Herdware Co. ere increasing their sales by using Heller Bevipment 


Take the pictures out of the mail order catalog and 
they won’t do any business. 

Your display of the original article is more appeal- 
ing than any picture that may be had. 

A Heller man can show you how to get an increase 
of from 50 to 100% if you will follow his simple, 
inexpensive tried-out plan. It won’t cost a cent to 
talk to him. Just mail coupon TODAY. 


7. Ca os. 


Kindly have your man call. I would like to increase my knowledge 
of Merchandising Hardware. 





FOR SALE 


Remington Arms Co., Inc., 
of Delaware 
(Controlling Remington Cash Register Co.) 


' 7%) First Preferred 
8% Second Preferred 


Common Stock 


We have to offer the above securities. Recent legal 
settlements awarded full rights to the Remington 
Company on their cash register. Prospects for 
these securities are attractive. 


Ruberoid Company 


of New York 
Capital Stock 


The Company has had a very exceptional dividend 
record having paid dividends every year since 1889. 
In some years as high as 20% has been paid. The 
capital stock is the only security of this company. 


Charles E. Doyle & Company 


Investment Securities 


49 Wall Street New York 
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Chair 
Tips 





No. 12, 1 inch 


For the ——s Ends 
of Rocking Chairs 


“have quickly found favor with the 
trade. A positive protection against 
the sharp ends of 
rocking chairs. 
Durable and easily 
fitted to the rocker. 


Catalog, prices and 
terms on request. 


Elastic Tip Co. 
370 Atlantic Ave. 
Boston Mass. 


























Every 
One 
Warranted 


Dealers who push Anchor Brand Wringers are making 
the sales, therefore are getting the profits out of the 
wringer business. 


Anchor to Anchor Brand 


LOVELL MANUFACTURING CO. 
ERIE, PA. 


W orld’s Largest Manufacturers 
of Clothes W ringers 
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The Saw Test 
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===> It is guaranteed burglar- 
“<==. proof—it makes security 
doubly sure—it sells with- 

out effort. 


Francis Keil & Son, Inc. 
4101-425 E. 163rd St., New York 


1876—A Half Century of Progress——-1926 

















CASEMENT 
OPERATOR 


This Operator has 
been on the market six 
years; has been used 
from Coast to Coast in 
all sorts of buildings— 
both public and private 
—so we will simply 
state here that it opens 
and closes Outswinging 
Casement Windows 
from within, locks the 





Fig. 1. 


sash in any position and 
is powerful enough to 
overcome binding and 
rattling. Screens and 
curtains may be hung 
inside without interfer- 
ing with operation. 


Simple, strong, prac- 
tical and _ absolutely 
guaranteed; an asset to 
the popular outswinging 
casement. Placed on 
top or within the frame- 
work as shown in fig- 
ures 1 and 





Circular upon request. Fig. 2 
THE OSCAR C. RIXSON CO. 


4450 ee era AVE. re La aes 
EW YORK OFFICE, 101 PARK AVENUE 
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More than 

300 Million Gallons 
Ice Cream consum 
in the U. S. in 1925 







You Can Make This Your 


Biggest Year in Freezer Sales 


There is more Ice Cream consumed continually, every year, and a very 
large portion is made at home in our Freezers. Just feature the famous 
Lightning, or the Gem, with the Blizzard. They sell on a 35 year reputation and 
they stay sold. This means permanent profits for you. 

Women are quick to appreciate the satisfaction in having clean, pure, delicious, 
wholesome Ice Cream, made at home, under their own supervision, in our easy 
running, quick freezers. 

You have ev advantage in placing your order now. Don’t wait for hot weather. 
Sales are made now, if we -—~ are on the shelves. Be sure to include sales helps on your order. 










EY ARE FREE FOR THE ASKING. 
NORTH BROS. MFG. CO. Philadelphia, Pa. 
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Quality and 
Service 
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Brass Screen Numbers 


POLISHED BRASS SURFACE, WITH BLACK 
INLAID FIGURES, MOUNTED ON BLOCKS 





Bolts of All Styles—Nuts— 
Rivets — Washers — Wagon 
Hardware—Pole Line Ma- 
terial—Track Bolts—Track 
Tools—Car Forgings. 


GALVANIZED or PLAIN 







The numbers are mounted 1 to 25, on wallboard, a conve- 
nient and clean way to handle and display them. 


FULL SIZE OF NUMBERS IS 7/16” 


PACKED IN SETS, IN BOXES 


The assortments can be put up in any combination that 
you want. The usual coulbe is either 1 each or 2 each 0 
to 24 or 1 to 25, and the same 25 to 49 or 26 to 50, and 
50 to 74 or 51 to 75, and 75 to 99. 
The numbers can also be ordered in bulk, that is, all of 
one numeral in a box. 
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OLIVER IRON AND STEEL CORP. 
Pittsburgh, Pa. 





Y THE BRAINERD MFG. CO. 











Kitch-n-lint WATCH 


THE NEW F/N/SH HARDWARE AGE 
AY? 


i-Namel Product for timely 
Spreads easier than paint. Finishes with a hints on 


> 
73294 — } { ' ] li-~ > : : 
beautiful hard enamel eloss ry sul 


face. walls or woodwork, GREATER SALES OF 
THE OHIO VARNISH COMPANY) SPORTING GOODS 
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<= [Look for the tag, carrying our name, at the end of every roll! 


The Gilbert & Bennett Mfg. Co. 


Established 1818—America’s Oldest Woven Wire Factory 


Manufacturers of 


WIRE CLOTH, NETTING and FENCING 
Galvanized Steel Wire Cloth in all Meshes and Gauges 


New York City 
3s 


A a ES 
Be anes i Sees 
pe oe toes % 





Georgetown, Conn. 


Chicago Kansas Citv 








TWO LONDON PATTERNS 


No. 116 5 inches wide. 
No. 112 5% inches wide. 





W. ROSE Tools 


Crucible steel, 





accurately treated. 


For sale by all wholesale houses. 








Ten-~ 
Twenty— 


Fifty— 


and six make eighty-six. 


Four score and six years of pro- 
ducing Wrenches that turn the 
balkiest nuts and scorn the rav- 
ages of time. That is what the 
Coes Wrench Company has done. 


Pioneers in 1841—Leaders in 1927. 


That is why most dealers stock 
COES Wrenches. Order thru 
your Jobber. 























Selling Agents . 
WIEBUSCH & HILGER, Ltd. COES WRENCH CO. 
110 Lafayette St., New York - n Business Since = 
; orcester ass. 
WM. ROSE AND BROS. SELLING AGENTS 
‘ J. C. McCARTY & CO........ 29 Murray Street, New York 
Sharon Hill, Pa. JOHN H. GRAHAM & CO...113 Chambers Street, New York 
FENWICK FRERES Risweoes 8 Rue de Rocroy, Paris, France 
THE 





ALLS Cilry 


Specification Sheet for 1927 Shows the 
Season’s Tackle Box and Minnow 
Bucket Masterpieces. 


A 300% Better Line—And at the Old Prices! 
STRATTON AND TERSTEGGE CO. 


Incorporated 


LOUISVILLE KENTUCKY, 
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Wood 
Screws 


Rivets 
Roofing Nails 
Scratch Brush Wire 








8 <2 
BRIDGEPORT. CONN. 





THE BRIDGEPORT SCREW CO. 
Bridgeport, Conn., U. S. A. 


Representatives: 
Milton Pray Co., San Francisco, Los Angeles, Seattle 
George E. Quigley, Detroit 
G. M. Baird & Co., Memphis, Tenn. 











Hardware Age Verified List 


OF WHOLESALERS AND RETAILERS 
CONTENTS OF THE SEVENTH EDITION 


Foreign Countries. 


handitn ng hardware. 
Chain Hardware Stores in United States and Canada. 


and Canada. 
ings in the United States. 


Foreign Countries. 
Automobile Accessories Jobbers. 
Dealers in Mill, Steam, Mine and Machinery Supplies. 


Sporting Goods Wholesalers and Retailers. 


ings. 
Woodenware and Willow-ware Wholesalers. 
Paint, Oil and Varnish Jobbers. 
Radio and Electrical Goods Jobbers. 
Plumbers and Tinners Supplies Jobbers. 
Membership Lists of Hardware Associations. 


all appear in the Seventh Edition. 


Hardware Wholesalers find Verified List of great value in 
“‘checking’’ their retail prospect records. 


$12.00 postpaid 


239 W. 39th St. 





Wholesale Hardware Houses in United States, Canada and 
ae Hardware Stores in United States, Canada and 

Countries; also General Stores, Lumber Yards, etc., 
5c, 10c and 25c Stores carrying hardware in United States 
Department Stores carrying hardware and housefurnish- 


Manufacturers’ Agents in United States, Canada and 


Export Merchants handling hardware and kindred lines. 


Mail Order Houses handling hardware and housefurnish- 


Hardware Age Verified List of Wholesalers and Retailers is indis- 
pensable in economic direct- by-mail promotion work and also a 
— guide for salesmen’s calls. very sales manager should 
have one on his desk, and every ‘salesman could profitably carry 
H me in his grip. Since the previous issue was published there 
have been more than 10,000 additions and corrections, and these 


Hardware Age Verified List Department 
New York, N. Y. 








A National Selling 
Force for Your 


Sporting Goods 


Hardware Age is read 
by the hardware job- 


bers, their livest sales- 


men and by the best 
hardware dealers and 
jobbers in 6059 towns 
and cities. 


Regular selling mes- 
sages in the Sporting 
Goods Issues of Hard- 
ware Age will help you 
gain cooperation in sell- 
ing your sporting goods 
from a body of mer- . 
chants of country-wide 
location and highly de- 
veloped selling power. 


Hardware Age 


239 W. 39th St., New York, N. Y. 
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Jere 


RAM A NEW 

i) ARTICLE 
i] THAT IS 
ABSOLUTELY, 
DIFFERENT 


SALES 


To display and Demonstrate the Rite Cupboard 
Latch is to Sell it, because it satisfies that in- 
sistent demand for CONVENIENCE. 


A slight pressure on push button and door 
opens—gentle push and door closes and is se- 
curely latched. Fits any detail. 


YOUR JOBBER IS READY TO START 
YOU THE RITE WAY TO MORE 
: BUSINESS 
Manufactured by Rite Hardware Co. 


125 W. Washington St. Los Angeles, Calif. 
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§ TRICKS A 


When you buy Tacks or Small Nails 
by weight you should know that there 
is often a difference of from 10 to 30 
per cent in the count per pound in 
favor of Atlas products. 


Properly designed tacks are more 
expensive to make than miniature rail- 
road spikes. Do not let yourself be 
cheated or assist in cheating your cus- 
tomers. 


When you buy by count see that 
you get the weight. There is often a 
corresponding difference. 


Make the comparison. 


Every product of the Atlas Tack 
Corporation has been scientifically 
designed for its purpose and stand- 
ardized. | 


ATLAS TACK CORPORATION 


Fairhaven, Mass., and St. Louis, Mo. 











IVER JOHNSON 


BICYCLES VELOCIPEDES 
JUNIORCYCLES 


Champion Single Barrel Shot Guns 
Matted Top Rib Single Barrel Shot Guns 
Ventilated Rib Single Barrel Trap Guns 
Double Barrel Hammerless Shot Guns 
“Hammer the Hammer” Revolvers 


Send for Dealer Proposition 
IVER JOHNSON’S ARMS & CYCLE WORKS 
332 River St., Fitchburg, Mass. 


New York, 151 Chambers St.; Chicago, 108 W. Lake St.; 
fan Francisco, 717 Market St.; New Orleans, La., 625 Pine &t.; 
Ogden, Utah, 2327 Grant Ave. 

















Mfg. Co. 
400 N. Monticello Ave., Chicago, Lil. 








) 


\“ROLL ALONG ON ACMES"# 


Sell “ACME” ball bearing casters—they roll 
easily, quietly, smoothly in any direction. That’s 
why “ACMES” sell fast with a very generous 
profit for the dealer. 


BALL BEARING 





Stock “‘ACMES” and increase your caster business 
From Your Jobber Send for Catalog 
The Schatz Manufacturing Company 
POUGHKEEPSIE, N. Y. 

Agents: J. C. McCarty & Co., 29 Murray St., 
N. Y. City 
































96 HARDWARE AGE 





February 24, 1927 





Plain or aes in 


STRATTO r— 
HANDLES 


For Small Tools, Utensils, Electrical Geods, Etc. 
Enameling, both baked and air dried. 


STRATTON MFG. CO. Stratton, Maine 


Robertson “Horseshoe Magnet” Hammers 
Permanent magnet which holds 


the tack in position for driv- 
ing. Awarded the Silver Meda! 

(the highest offered) at the Panama-Pacific Exposition. 
Good profit. 


Name and design trade marks registered U. 8. Pat. Off 


ARTHUR R. ROBERTSON 94 Portland St., Boston, Mass. 
















DROP FORGED 
WRENCHES 


Designed and proportioned to give stiff- 

ness and tensile strength. Made accurately 
and uniform in machining and finish. Send for 
Catalog B-23. 


ARMSTRONG BROS. TOOL CO. 
814 N. Francisco Ave.. Chicago, Ill., U. S. A. 













CATALOG of TOOLS 


and Supplies for Stone Working 


Free on request, send for it today 


TROW & HOLDEN CO. 


Barre, Vermont 











Waste — Mops — Wicking 
Cleaning Cloths 


Cetten—Chemical Cotten 
tten Cletheslines 
Send for samples and prices 
MASSASOIT MANUFACTURING CO. 
Fall River, Mass. U. 8. A. 
New York. — “ere e2ee 350 Broadway 
“-<*cf-f- 189 West Madison &t. 


Caul 











fr 
Wright’s Patent Machine aah Bit 
Expansive Bits of All Kinds 


Tne Conn Valley Mfg. Co., Centerbrook, Conn., U. S. A. 











Confidence in 


Brand 


Tungsten Lamps is tae by 20,000 re- 
tailers and 500 jobbers who sell them. 
Consolidated Electric 
Lamp Co. 

DanVers, Mass. 








‘Licensed under the General Electric 
i Company's Incandescent Lamp Patents.” 
\ 





J. L. THOMSON MEG. CO. 
Waltham, Mass. 


’ Tubular and Bifurcated 


RIVETS 














PADLOCKS 


A Popular Priced Line. 
Write for Catalog and Prices. 


REESE PADLOCK CO., Lancaster, Penna. 














Better MachineScrews 
for the Hardware Trade 

















HARVEY HUBBELL, INC. Bridgeport, Conn. 
Makers of Every Kind 


pen a of Screw, Nut and Bolt 


The Corbin Screw Corporation 


The American Hardware Corporation, Successor 
229 High Street New Britain, Conn. 


Western Factery: Dayton, Ohiec 

















ELEVATORS 
DUMBWAITERS 


Write for Our Catalog 
ENERGY ELEVATOR CO. 





SAMSON CORDAGE WORKS 


MANUFACTURERS OF SASH CORD, CLOTHES 
BRAIDED CORDAGE LINES, SMALL LINES 
AND COTTON TWINES ETC. SW Up CAVALOG 


BOSTON MASS. 

















COOSSSESSSHESHSSHSSHSSSHSSSSSHSSSSSSHSSSSSSESSsesesessessssveseeseesseeoeeosgeeseeeeseerereeseeveees 


SOSSSESSSSSESSESSEHESHESHESESEEHSSHESSHSSESHESSHSSEHSEHSSSESHSSHESSSSESHeseeesseseeeseeeHeeseeseseeeseeeeteorees 


BAND “J Fi NOX” saws 


QUALITY SERVICE 
UNIFORMITY OISTINCTION 















“The Soots in the Paid Bar” 
AMERICAN SAW & MFG. CO. SPRINGFIELD. MASS. 


HACK SAWS ~- BAND SAWS — SCREW ORIVERS ~ GLASS CUTTERS 


= DITTSBURGH 7 
Pref Products (| 
|| 


B= Glass-Paint-Varnish-Brushes 
BROWN @ SHARPE 
paolo e S 






PITTSBURGH PLATE GLASS €e) 
BROWN & SHARPE NIE‘ 
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FORSTNER BITS ne ct ie Ban Reale Tose Soe Wend 
Working Ever Invented for Brace and Machine 

The Forstner Labor-Saving Auger Bit, unlike other bits, is guided by its Circular Rim instead of its center, consequently it will bore any 
arc of a circle and can be guided in any direction regardless of grain or knots, leaving a true polished surface. It is preferable and more 
expeditious than chisel, gouge, scroll saw, or lathe tool combined for core- 


boxes, fine and delicate patterns, veneers, screen work, scalloping, 
scroll twist columns, newels, ribbon moulding and mortising, etc. 


THE PROGRESSIVE MFG. CO. - - - TORRINGTON, CONN., U. S. A. 


Wire Products 


for every need 
Nails of all kinds, Staples, 
less 


ria Fence, Barb 
Twisted and Barbed Wire, 
Processed Wire, Bright and 
Galvanized Wire, and Wire 
Rods to standard or special 


analysis. 





























BETHLEHEM STEEL COMPANY ‘St 
General Offices: BETHLEHEM, PA. 


BETHLEHEM 


A Good Selling Mortise Lock Set Usually Pays for Itself in 30 Days | 


Our No. 250-B sells on sight. The Figure up what a pro- 
Glass Knobs are beautifully de- fessional sign painter 
signed, ground, polished and silver would charge you to 
backed, giving a high lustre. Lock make all the window 
is strongly made. and counter signs, 
Everything built to last and mod- price tickets, stream- 
erately priced to insure quick sales. ers, etc., you would 


Our Patented Dead Bolt Night use in a month. Your 
Latch is also a lowest priced clerk 


‘ can make all these with 
rapid seller. ow Ci 


our National Show Card 
Bayes Send for .New 
~ Catalog No. 7. 


(UD INDEPENDENTIOCKCOD 





CK BALTIMORE MARYLAND ° 


i) BRUSH-NU COMPANY , 





























‘riter, do good 
work and _ start 
sales going as 
soon as dis- 
played. Send for 














| Folder. 

: Fitchburg, Mass., U. S. A. NATIONAL SIGN STENCIL COMPANY ' 
Manufacturers of Cylinder Locks, Padlocks, Inside Door Sets, Glass Manufacturers of the NA'TIONAL SHOW CARD WRITER 

Knob Sets, K Blanks, Auto Switch Keys and Hardware Specialtiea 1602 University Avenue Saint Paal, Minnesota 









































CAPITOL 2¢cncvncre fl no oceans 


‘TOURIST campers want equipment that’s easily 
. handled both in service and in transportation. 
The handiest of all lawn Premax Rustless Steel Tent Stakes are packed twelve 
tools. Makes a lawn look in a handy bag—they don’t get lost. . 

neat, well cared for. Premax Telescoping Tubular Steel Tent uprights and 


: . Ridge poles collapse in one piece, and are completely 
It’s easy to trim and edge adjustable for uneveness of ground and stretch of tent. 
with the Capitol. Both Parkerized Rustproof. Send today for samples 
That’s why the demand has and prices. 
increased from year to year. PREMAX PRODUCTS 

Granite State Niagara Metal Stamping Corporation 
; : Dept. HA-8 
Mowing Machine Company Niagara Falls, New York 





HINSDALE 


OFITS screw prares 


WINTER BROS. CO. Wrentham Mass. 

















LET 
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Cl assifie 





Classified Advertising Rates 





Set Solid, Minimum of 5 lines... .$3.00 


HARDWARE AGE 


d Opportunities 





r Use the “Classified Opportunities Section” to reach Hardware Manufacturers, 
Manufacturers’ Agents, Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen. } 
BOXED DISPLAY RATES 
—— 


Opportuni Excha Section Sn Sedéeeeueed 
= —— Each additional inch 


February 24, 1927 





S 


ea 


Positions Wanted Advertisements 
50% off rates quoted 


oceeee coeeee 4,00 Address your advertisements and replies te 
Hardware Age, Classified Opper- 




















Each additional line........-.. .60 tunities, 239 West 39th St., New 
All Capitals, Minimum of 5 lines.. 4.00 Discounts for Classified Advertising York City 
Each additional line........... - 80 4 insertions, 10% off; 8 insertions, 15% aceon dame ae — 3 
Average 10 words to a line off Forms close Ten Days previous to date ef 
f Allow One Line for Keyed Address Remittance Must Accompany Order publication i 





a ee ee ee ee 2S ee eee 














BUSINESS OPPORTUNITIES 


HELP WANTED 








“Original Sealed Cartons Razor Blades” 


DS i. do. ute ovale nde C5 ee . $5.90 ) 
TS OS ea ee ere eee $5.90 
SS I, SED cc ccceceseesesne $7.44 
| Durham Duplex, 24-5’s ............ . $7.44 
OE TORY, GOO © cece scceswcess see GX1O 
on cee eewaeeeteuay ae $6.12 
Lots of 10 Cartons Gillette at $5.80. 


Terms Net: C. O. D.or Check with Order. 
Mdse. Shipped Same Day er is Receiv 
Parcel Post and Insurance Charges Prepaid. 


PATTERSON SALES CO. 
Dept. B MEDFORD, MASS. 














FOR SALE—Old established, successful hardware and paint jobbing 
business. Industrial city 10,000. North Florida Farming Section, low 
freight rates, opportunity for business, unlimited market, owner wishes to 
retire account of age. Address Box H-439, care of Harpware Ace, New 


ork. 





WILL SELL INTEREST AND TURN over management in high class 
hardware store in Pittsburgh district. I invite investigation and will give 
references of men you know and who know me. tion best in city— 
in own building. ly experienced men with about $20,000 need to corre- 
spond. Address Box 4.435, care of Harpware Ace, New York. 





FOR SALE—Largest and oldest established Hardware Department 
store in one of the largest cities in the Middle West. Unusually profitable 
business. Owner retiring. Full information in strict confidence. Address 
The Feibel Bros. Realty Co., 118 South High Street, Columbus, Ohio. 





SALESMAN WANTED to buy stock outright and carry own accounts 
Hardware and Electrical Supplies. B. FELDMAN, 1622 Federal St., 


Philadelphia, Pa. 





MUST SELL old established hardware and paint store in Richmond 
Hill, Long —* at inventory. Write Box H-409, care of Harpware 


Acr, New Yor 





HELP WANTED 


WANTED—High grade salesman, free for extensive travel and quick 
transfers, to sell patented line of safety set screws and hollow head cap 
screws. Must have experience in retail or wholesale Mill Supply trade and 
equipped with scout | knowledge of application of set screws and cap 
screws to machinery and tools. Highest character references required. 
Young man preferred. Necessary to prove real creative and construc- 
tive sales ability to secure one of these unusual opportunities. Write, 
describing experience and other qualifications and certifying eagerness for 
a traveling job. Address Box H-444, care of Harpware Ace, New York. 








SALESMAN WANTED, now calling on the hardware and furniture 
stores in Western Connecticut and Harlem Valley, to add materially to 
his income by representing as well a long established New York house- 
furnishing jobber; ample commission. Address Box H-445, care of 
Harpware Ace, New York. 





SALESMEN—Manufacturer whose line is sold principally to the hard- 
ware and large industrial trade requires a salesman for two or three terri- 
tories. New Jersey, Long Island, Westchester County and western New 
York State. fer those acquainted in the territories mentioned. Give 
details of former experience, territory covered, age and salary expected. 
Address Box H-419, care of Harpware Ace, New York. 


Box H-415, care o 


TWO EXPERIENCED HARDWARE SALESMEN for retail store in- 
Westchester County. Steady position; good opportunity for right parties. 
—_ “4g experience. Address Box H-428, care of HaArpware AGE,; 

ew Yor 





STOVE SALESMEN WANTED by large Central Ohio manufacturer. 
Write fully, stating qualifications, age, and salary in first letter. Address- 
f RDWARE AGE, New York. 





POSITIONS WANTED 








WHO NEEDS ME? . 


Capable estimator builders hardware from Garage to 
Hotel work. .Eight years in practise. Age 25, Protestant 
Yankee. Married. Your knowledge of my present posi- 
tion qualifies me for your requirements. Costs but two 
cents. Address Box H-406, care of HARDWARE AcE, New 


) York. 


TRAVELING HARDWARE SALESMAN, 35 years old. Have had! 
eight years’ inside experience as salesman and seven years’ outside expe- 
rience with wholesale and retail hardware company. Desires connection,. 
as traveling salesman, with jobber or manufacturer in Northern New York 
of New England States. Address Box H-438, care of Harpware Acz. 

















HARDWARE SALESMAN, 39 years of age, 20 years’ hardware ex- 
perience with small jobbing house as warehouse foreman and shipping de 
partment, handling lines of shelf and heavy hardware. At resent em. 
Ewes but seek new location. Prefer Pacific Northwest territory. Addres- 

ox H-421, care of Harpware Acz, New York. 





WANTED—By capable salesman, forty-five years old, single, who has 
considerable knowledge of general hardware an ints, position as travel- 
ing sal or outside city salesman for manufacturer, importer, manu- 
facturers’ ent or jobber. Address Box H-429, care of Harpware 
Ace, New York. 





BUILDERS’ HARDWARE SALESMAN, thoroughly competent, »-. 
miliar with architects’ plans and specifications and estimating on same, 10 
a position to control desirable orders for the best class buildings in 
New York City. Address Box H-425, care of Harpware Acre, New Sock. 





EXPERIENCED hardware buyer now employed, desiring to make 
connection with a jobber or manufacturer. Employed in present position 
for the last twelve years. Experience in compiling catalog. Address Box 
H-442, care of Harpware AcE, New York. 








SALES ACCOUNTS WANTED 


WE ARE manufacturers’ agents and have quite an acquaintance with 
all Chain Store Buyers, and are selling them at the present time. Not 
only the Dollar Chains, but the Ten Dollar Chain Stores as well. We sell 
on commission only. ll factories do their own billing. If you are intér- 
ested in having your products sold to Chain Stores, we can help you. 
Address Box H-443, care of HArpware Acrz, New York. 








MANUFACTURERS’ REPRESENTATIVE selling hardware and auto- 
motive ‘gore jobbers in Southeast for ten years, wants lines of hard- 
ware and automotive specialties for jobbers and large dealers. Especially 
in hardware items for spring trade and tools. Address Box H-435, care 
of Harpwars Ace, New York. 





MANUFACTURERS, ATTENTION! A salesman of fifteen years’ 
successful road experience is starting a manufacturers’ agency covering 
— New York hardware department store and auto accessory trade. 
\- _ you to offer? Address Box H-441, care of Harpware AcE, 
INCW ork, 
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Classified Opportunities 





SALES REPRESENTATIVES WANTED 


OLD ESTABLISHED MANUFACTURER of Ash and Garbage Cans 
and Pails is looking for representation in Western New York and Penn- 
sylvania, and in the States of Michigan, Wisconsin, Minnesota, Iowa, Ne- 
braska, Kansas, Missouri and Oklahoma. Reply in your own handwriting, 
giving age, experience, territory covered, trade references and concerns 
now represented. Good opportunity for producers. Address Box H-446, 
care of Harpware Ace, New York. 








SALESMEN WANTED—We want several high grade salesmen to sell 
mone and sash cord, two of our biggest specialties, direct to retailers. 
Full time or side line. Sales run to big totals; liberal commission. Sev- 
eral of our best territories available. Write at once MCNULTY PAPER 
& TWINE CORP., 537 W. Chicago Avenue, Chicago, III. 





SALESMAN—Manufacturer of Internationally known goods requires 
men to do sales promotion work on a 50% commission basis to sell sev- 
eral new hardware and automotive tools to consumers, garages, hardware 
dealers, etc. Can easily earn $100.00 per week. One hundred dollars 
deposit required. Address Box H-440, care of Harpware Ace, New York. 


SALES REPRESENTATIVES WANTED 


MANUFACTURERS of high grade line of Builders Hardware inter- 
ested in representation in unoccupied territories. Write fully present and 
past connections, territory acquainted with, lines handled, etc. Commis- 
sion basis. real. connection for a producer. Address Box H-437, care 
of HArpwarE AcE, New York. 


MANUFACTURER’S agent to sell Window Glass to jobbers and large 
retailers outside Metropolitan District. Those with established followin 
who can show results — State references and territory covered. 
GLOBE CO., 690 De b Ave., Brooklyn, N. Y. 


WANTED—Sales representatives calling on hardware jobbers, hardware 
dealers, and screen manufacturers to sell a new and most practical screen 
hanger. In answering state territory covered. NORWICH SPECIALTY 
COMPANY, 1147 Seward Ave., Detroit, Mich. 

















LIVE REPRESENTATIVES in all important cities to sel) owr high 
grade scissor line on a commission basis. Give references and particulars 
as to territory covered and lines carried. Address Box H-420, care of 
Harpware Acez, New York. 








HARDWARE AGE 


WHERE BUYERS and SELLERS MEET 


HEN you are in the market to buy or sell a store, to secure help 
or a position, or to secure sales representatives or a sales account 
look over the offerings in the Opportunity Exchange section of 
Hardware Age. If you don’t see just what you want, ask for it as 
there is always some one who will be interested in your proposition. 


Rates on request. 


Opportunity 
Exchange Dept. 


Hardware Age is the 
authoritative national 
hardware paper and is 
read by dealers and 
jobbers in all sections 
of the country. 


239 W. 39th Street, New York 











American Steel & Wire 
ae Week pests aie ora a 





Nails. 
= Nation U. _ Prairie, ee E Gates. 


CONCRETE RCEMENT. 
BALE TIES: Old reliable brands. 


TELEPHONE WIRE. 
Wik 
Quick Delivery. 





Company 
Chicago, New York, Bosten 
Denver, Birmingham, Dallas 
U. 8. Steel Products Ca. 
San Franciseo, Les Angeles, 

Portland, Seattle 
Write us fer selling plans. 
















ALLEN Safety Set Screws 


30% Extra Strength over broached hollow screws 
—the only other kind made. By a tented 
process we increase the density of steel 
around the socket-holes, so that even the smaller 
sizes will stand all the strain the best made 

E wrench can a ply. The Allen process makes 
Pod deep, perfectly-formed socket-holes—no chips in 

the bottom. i entire length of the A is 
utilized either for solid metal at the t or depth of socket 
for the wrench. All sizes in stock from i to 1% in.; any 
length, point or thread. Also Socket-Head Cap Screws, Tap 
Extensions and Socket Wrench Sets. Dealers: Write for 
catalogue and sales proposition. 


The ALLEN MFG. CO. HartrorD.“Conn: 































The imposing, nation-wide list of jobbers handling A-P 
lines is staunch proof of the fact that Allith-Prouty leads 
in Garage Door Hardware, Door Hangers, Overhead Car- 
riers, Fire Door Hardware, Rolling Ladders, Spring 
Hinges. 







Keep an A-P catalog handy. It will help close many 
money-making hardware jobs. Write for your copy 
today and name of nearest A-P jobber. 


ALLITH-PROUTY COMPANY 
DANVILLE, ILLINOIS 


TIRE 
TORE LADDERS 


Insure perfect shelf service for any line of merchandise. 
tread steps, properly spaced, with convenient full 
handholds on both sides of ladder permit mounting 

or descending with ease. Both hands free to remove or § 

replace stock without of falling. Cushioned Tired 

Trolley and Truck eliminate noise and prevent 

vibration. Erection as simple as A, B, C. Utilize 
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Allith-Preaty Company ................. 99 H Pratt @& Lambert, Ee. 2... cccccccccsvess 25 
Aleminem Geoeds Mfg. Company......... 17 Progressive Manufacturing Company .... 97 
Aluminum Products Co................-- 0 Senne 90 
American Ring Company .............-. 85 Hercules Powder Company .............. 27 
American Saw & Mfg. Company ........ 96 Hubbell, Harvey, Inc. ...............-.. 96 R 
American Screw Company .............. 12 
American Steel & Wire Company......... 99 Radiant Heat Corp. of America .......... 85 
Arcade Mfg. Company ................. 81 I Reese Padlock Company ................ 96 
Armstrong Bros. Tool Company ........ 96 Reznor Mfg. Company ................: 10-11 
Os Be Gis BG. nite ccvcesceccdedins 32 Independent Lock Company ............. 97 Richards-Wileox Mfg. Company ......... 73 
eee 95 Indiana Steel & Wire Company......... : Rite Hardware Company ............... 95 
International Silver Company ........... 2 Rixson Co., Oscar C. ............+--++45- 91 
Ss CUUUID Gib. coccevetscecccceves 96 
B Rese & Brothers, Wm. ................. 93 
Babcock Company, The W. W. ......... 89 J 
i i i Te. coc cceeetseensees 71 Jennings Mfg. Co., Russell ............. 82 Ss 
ee ee eT, coceectcoensedeeses 83 Johnson Arms & Cycle Wks., Iver........ 95 
Bethichem Steel Company ............... ” Samson Cordage Works ................. 96 
Brainerd Bifg. Company ............---. = Sebats Mfg. Compeamy .....ccccccccccces 95 
Pe OT NT «---+++9>++s - K Sherwin-Williams Co. .................. 14-15 
Seen @ Soaape Sty. Compeny.......-. ” Simonds Saw & Steel Company........... 9 
PE NG - 020 nn sen osccseeeees 7 Keil & Son, Inc., Francis .............. oe PET HEE 650660006) ecdeenvoneeseus 5 
Buffalo Wire Works Co., Inc. ........... &3 Keystone Mfg. Company ................ 82 ne ee 90 
Burgess Battery Company ............... 80 Kraeuter & Company .................. 1 SS a ee 93 
Stratton Manufacturing Company ...... 96 
c L 
Casement Hardware Co.................. 84 Levell Mfg. Company ................... 91 T 
GPs Te viv ewicccewecccuccens 90 Ludlow-Saylor Wire Company .......... 89 
Cee Es GN Sn. cn cccceccccvccecsn 87 Thomson Mfg. Company, Judson L. ...... 96 
Coes Wrench Company ................. 93 Trow & Holden Company ............... 96 
Columbian Rope Company .............. 75 M 
Connecticut Valley Mfg. Company ...... 96 e 
Consolidated Electric Lamp Co. ......... 96 McDougall-Butler Co., Inc. .......... aw U 
Continental Scale Works ............... 101 McKinney Manufacturing Company .... 34 
Corbin Screw Corporation .............. 96 Martin-Senour Company ............... 19-20 Union Hardware Company .............. 13 
Cyclone Fence Company ................ 18 Martin Varnish Company .............. 19-20 Union Steel Products Company .......... 88 
Massasoit Mfg. Company ................ 96 
Milwaukee Tool & Forge Company ...... 87 
Dd Monarch Metal Products Company ...... 86 Vv 
Moore Drop Forging Company .......... 4 
Dazey Churn & Mfg. Company ......... xs a sein > ie mont es. 31. 99 
emer Does Ge. GR, We «co céscboosccuns 95 , : alentine & Company .................. 17 
ee. See Ee ED ee c cc ccbsnbece dean 88 Vaughan & Bushnell Mfg. Company ..... 3 
Doyle & Co. Chas. Bo occc ccc cccccccccce 90 ND TE talons cbuleaekeoécmilans seve < 94 
DuPont de Nemours & Co., E. I. ....... 22, 30 N 
National Sign Stencil Company ......... 97 Ww 
& New York Wire Cloth Company.......... 78 
Niagara Metal Stamping Corporation.... 97 ae 
Se cones scscevcceces 91 North Bros. Mfg. Company ‘ Sensenseees 92 jonny Png ‘washentiwiin sts zs 
muses Cimieer ..........«.<.<. 99 SE EE odieuurcavessacsesesiucdsus 28 
ele Cini Geen - Winter Brothers Company .............. 97 
O Wooster Brush Company ................ 102 
G Ohio Varnish Company ................. 92 
Oliver Iron & Steel Company ........... 92 Z 
Gilbert & Bennett Mfg. Company ....... 93 Osborne & Company, C. S. .............. 83 
Go-dell-Pratt Company ................. 6 Osborn Mfg. Company ................. 23 Zapon Company, The ................... 26 
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Health-o-Meter 


GUARANTEED 


Automatic Bathroom Scale 





Fear Makes Them Easier to Sell 


The rapidly increasing tide of fear in regard to over-reduction, a 
fear rightfully fostered by the medical profession, is arousing 
women rapidly to the fact that as vital a factor as diet and exer- 
cise in any weight reduction program is a bathroom scale whose 
daily use will warn them if they are reducing too rapidly. 


This sentiment is making automatic bathroom scales easier to 
sell than ever—especially the Health-O-Meter. Its use is in- 
separably connected with health and beauty in the minds of 
millions of women because of our extensive national advertising. 


= CONTINENTAL SCALE WORKS 


CHICAGO NEW YORK SAN FRANCISCO 
5703 S. Claremont Avenue 76 Murray Street 625 Third Street 
Desk 78-B 

















HARDWARE AGE 


eS 
. x * 
* Pe 
¢ —_ 
% . _ 
_ 
s 
€ ¥ 
ve ie 
z 
& 
#t vd 
g ' 
; 





HE very name Brushing Lacquer calls for a 

lacquer brush. When you sell a can of 
lacquer, sell a Wooster Foss-Set Brush. The 
Bristles Can’t Come Out! Lacquer hasn’t 
changed that fact. Foss-Set, the most remark- 
able setting ever developed, permanently holds 
the bristles in the brush. Foss-Set Brushes are 
made only by The Wooster Brush Company, 
Wooster, Ohio, and are nationally advertised. 
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Ted the Tester 


188 pounds on a 

Wooster Paint 

rush—an actual 
test. 


A CAN OF LACQUER DESERVES A DECENT BRUSH! 


WOOSTER BRUSHES 


FOR PAINTING—VARNISHING— ENAMELING— LACQUERING— KALSOMINING 











